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a wonderfully different 


SALES PROMOTION! 


This completely new, all-out “Silver Sur- 
prise”’ promotion will be available for im- 
mediate selling to vour customers. You'll 
get the details from your International 
Silver Company approved wholesale dis- 
tributor within 30 days. 


@ A tremendous consumer offer... fascinat- 
ing, irresistible! 

@ Exciting, intriguing ad mats and point-of- 
sale materials! 

@ Dramatic, colorful fold-out advertisement 
in McCall’s magazine. 


1847 ROGERS BROS. 


AMERICA’S FINEST SILVERPLATE. MADE ONLY BY THE INTERNATIONAL 
SILVER CO. MERIDEN, CONNECTICUT, THE SILVER CirT 














Diamond 
is a major 
purchase, treated 
with great respect by 
both ajeweler and his custo- 
mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 
the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
K-16. 
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There is nothing like fine jewelry to 
enhance the beauty of a pretty girl. 
There is no better place to obtain 
jewelry than a jewelry store. So, in 
the interest of beauty, jewelers are 
obligated to maintain their businesses 
at a high level of efficiency, keeping up 
with the latest trends. That's where 
this issue comes in: On page 48, you'll 
find Bernard Burnstine's vital article on 
Preparing Your Store for Gellman-type 
Sales." The fashion jewelry scene is 
explored in ‘Styled for Summer,” by 
Jerry Gewirtz, on page 50. And for 
insight into an old problem, see ‘The 
Shopping Center vs. Downtown," start- 
ing on page 52. 
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The waterproof band, another J-B first, 
another J-B merchandising extra, was 
designed to lure extra traffic and sales 
to you, the retail jeweler. 


The ever-growing market for water- 
proof watches, we reasoned, meant an 
ever-growing market for waterproof 
watchbands. Just imagine...doctors, 
nurses, dentists, housewives, mechan- 
ies—everyone whose daily job required 
frequent handwashings! Plus golfers, 
swimmers, fishermen, tennis players — 
all sportsmen and women whose 
watches and bands are exposed to the 
hazards of moisture. This was the ex- 


citing, free-spending market for J-B 
waterproof watchbands! 


Today, every J-B gold filled and stain- 
less-steel watchband is waterproof, 
rust-proof, persptration-proof and as 
close to wear-proof as can be made. 


Not all steel is waterproof! But every 
bit of steel in J-B gold filled bands is! 
That’s because J-B specifies only grade 
302, formula 18-8 noneorrosive stain- 
less steel, the same grade used in 
atomic powered submarines! 


J-B’s yellow gold filled watchbands 
are waterproof because J-B’s gold 


filled stock is bonded to a pure non- 
corrosive nickel base...not nickel-silver 
or other inferior compositions. 


J-B delivers the extra lure. Has for 
vears. We don’t make a big splash 
about it. And you take it for granted, 
as you should. You ean take a lot for 
eranted with J-B. Extra convenience. 
Extra profits. Extra value for you and 
your customers. That’s J-B...the 
Jeweler’s Best! 


Jacoby- Bender, Inc. 
Woodside 77, New York 


JEWELERS’ BEST 








If Quality Watches Are Your Business, 


Your Bulova Franchise Is 


More Valuable Than Ever Before! 


PPVODAY, as a dealer in fine watches, you are facing increasing 
competition from all sides. THE GREATEST WEAPON YOU 
HAVE AGAINST THIS COMPETITION IS YOUR BULOVA FRANCHISE, 
Why? 
Because Bulova sells only through professional jewelry re- 
tailers. And we will do everything in our power to protect our 
mutual consumer interests...to keep vou the quality leader in 
vour trading area. We reaffirm the deep feeling of confidence 
we have in you and all the quality jewelers who have profited 


by selling our products. 


Your enthusiastic endorsement of this sound Bulova distri- 
bution policy strengthens the bond that has existed for 
generations between Bulova and the reputable jewelers who 
comprise the backbone of the industry and who are the foun- 


dation of OUNr OWL SUCCESS. 


We will maintain our unceasing efforts to protect vour Bulova 
franchise...to set vouapart as a store of quality and leadership 
...through a sound professional marketing approach that 
capitalizes fully on Bulova recognized quality and value. 

Remember —now, more than ever before, YOUR BULOVA 


FRANCHISE IS YOUR MOST IMPORTANT ASSET. 


The Bulova Watch Gompany, Ine. 
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KarRLan e« BLEICHER’S 


Multiple-Stone Settings 


DO A MIRACULOUS JOB OF 


SELLING YOUR DIAMONDS! 


K & B supplies more die-struck settings for multiple-stone sale of diamonds through enhancement of their size, beauty 
use than any other ring and findings maker in the Industry. and brilliance. Fittingly, our slogan is, “Diamonds of fine 
We have long been known for our part in accelerating the quality deserve K&B mountings. All others need them.” 


SPECTACULIGHT 














SETTING NO. 137 
Full setting 
| SETTING NO. 237 Eng. ring No. 137/477068 
Eng. ring No. 116, 4706 Top only Pendant Wed. ring No. 2/477068 


SETTING NO Wed. ring No. 45, 4706 
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Pendant 


a SETTING NO. 138 
Full setting 
Pendant Eng. ring No. 192/ 47078 SETTING NO. 238 
Wed. ring No. 45/ 47078 Top only 
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Eng. ring No. 138/ 47079 
Wed. ring No. 2/ 47079 





SPECTACULIGHT 
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SETTING NO. 139 
Full setting 


. SETTING NO. 239 
Eng. ring No. 113/2420/11 Top only Eng. ring No. 139/ 47067 


_ Wed. ring No. 45/2421/11 Aa Wed. ring No. 3/ 47067 


Karlan & Bleicher. inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


Eng. ps No. 195/4991 13 Te Phone: JUdson 6-6700 °K Ba 


SETTING NO. 195 Wed. ring No. 4591/13 
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4A BRIKANT BROTHERS tc. 
“The House of White Diamonds’ 


1200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 


2 Pre 
) shee Col a “ en a 


Me . ae Bs 
Senereee* "7 ~~ & 


ates 


es + 





GuRINE? 


ON SELLING YOUR STORE OR STOCK? 


™ 
Don’t forget these intangibles ... 


they add up to DOLLARS AND SENSE! 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


r 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


“ 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


CONSULT... . 4, Feb 


Jew swelers 


V7 it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Sireet, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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Here’s what we're telling 
Swiss Watches right now 


telling millions more people than 
ever before over these top-rated 
prime time, evening T'V programs: 
e ROARING TWENTIES, produced by Warner Broth- 


ers. This extremely popular program reaches approximately 7,500,000 


homes with each broadcast. 


& WALT DISNEY PRESENTS, featuring a different 


Disney program each week reaching over 11,500,000 homes. 


€ THE SPORTS SPECIALS, produced by CBS and 


reaching more than 7,500,000 homes. 


In time... the watch with the quali- Look! Ultra-slims... covered faces 
ty air is Swiss-Jeweled with a ...alarms...calendars...some that 
Swiss-precisioned movement. almost guide your life. 


To help you cash in on this tremendous national interest in Quality Swiss Watches and make 
it pay off with customers in your store, these brand-new watch selling ads have already been 
mailed to jewelers throughout the country. They will tie in your store with our 'T'V message. 


@ Use the handy drop-ins, also furnished, for 


all your own watch advertising. 

@® Talk to your customers about the Quality 
Swiss Watch message. You’ll find people more 
aware of the importance of 17 jewels, Swiss an 
the dial... readier to buy a Quality Swiss Watch. 


8 


@ Continue to use your new watch selling ads 
through the year. They tell customers that your 
store is Quality Swiss Watch headquarters for 
your community. Be sure to obtain a set of mats 
for future use. 





our customers about Quality 
uring this peak selling season! 


Some with dramatic cases, some that The secret is: 17 jewels... precision- 

just look wonderful. Each one has engineered movement... Swiss on 

built-in accuracy. the dial. Look for all three! And look 
at these watches—the flair of Swiss 
Watchmanship is as beautiful as it 
is imaginative as it is accurate. 





STORE NAME 


HAS THE 
MOST LASTING GIFT 
FOR THEM! 








STORE NAME 























STORE NAME 














Swiss-styled for every occasion, 
there’s one exactly priced for you. 
See your jeweler. Buy the watch with 
the quality air—Swiss-Jeweled with 
a Swiss-precisioned movement. 





STORE NAME 








WORE AGLALITY OWige 
JEWELED WaTCR Frog 

















To order, simply write to: The Watchmakers of Switzerland 


c/o Suite 1105, 730 Fifth Avenue, New York 19, New York 





BRIGHTEN YOUR BACK-TO-SCHOOL PROFITS 


WITH 
SHEAFFER’S 


FSUING IN 
SCHOOL’ 


PROMOTION 
y 


5 
\ 
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rctohivlatate 
SHEAFFER’S ALL 
NEW CARTRIDGE 
FOUNTAIN PEN PLUS 


[2 FREE 


SKRIP CARTRIDGES! 





























m= BIG 40% PROFIT! Special assortment includes one dozen of the world’s 
7 fastest-selling Cartridge Fountain Pens (each with 12 FREE Skrip Car- 
tridges). Order Profit Pack 295 for bubble-packed merchandise; or 
Profit Pack 2951 for convenient counter merchandiser. Retail Price, $35.40 
YOUR COST $21.24. 


| wy | FULL NBC-TV NETWORK SUPPORT! Jack Paar and Dave & 

Si = Garroway are selling Sheaffer’s over 165 different stations to ¥ 

| oammmenead over 16 million viewers every week. And, backing up this con- 
centrated TV effort will be a campaign of hard-hitting ads in 


} ee Le ~ oR! *& . 7 
leading magazines. 


$ 9 5 For more information about this and many other special back-to-school 
XI, assortments from Sheaffer's, contact your Sheaffer wholesaler or call Mike 
RETAIL Keith direct at the W. A. Sheaffer Pen Company, Fort Madison, Iowa. 


SHEAFFE 


©1961, W. A. SHEAFFER PEN CO, FORT MADISON, IOWA « SHEAFFER PENS «© MAICO HEARING AIDS 
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The Switch is to 








MATSUSHITA 


The Line You Can Live With Happily! 


nat suseecten @ Tragrs tor 


T-13—Tiny Pocket Portable With Big Set Sound 

6 Transistors plus 1 Diode 

The 812 oz 

ut-performs all other n 
Strong, clear reception 


complete with 9-volt battery) beauty that 
p wer pat ked Gives 


$24.95 


r? af yes 


T-50—Pocket Portable of Outstanding Tonal 
Quality. 
Pocket portable with 242" PM dynam« 
provides big set tone. Selectiv ty utstanding 
dial for quick, easy tuning 


Large 


THE “PORTALARM” 


TINY NEW 7-JEWEL 

WATCH ALARM RADIO 
6 TRANSISTORS PLUS 1 DIODE 
Exquisite 
Just about the size of a pack of cigarettes, 
“PORTALARM” combines a powerful, high 
performance transistor radio plus a 7-jewel 


as a jewel, unique in performance 


watch which automatically turns the radio on 
or off. Select station, set watch, and you wake 
up to your favorite morning program. Or, you 
go to bed, fall asleep, and know that the 
“PORTALARM"” automatically turns itself off 
within the hour. A tremendous promotional 
item, “PORTALARM” is certain to be a sales 
leader for all Matsushita dealers. Mode! T-92. 
Weight: 742 oz. (complete with 6-voit battery). 
Dimensions: 3%” x 2%2" x 1¥%e". Color: Black 


and gold $49.95 
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6 Transistors plus 2 Diodes & 


speaker that 


Realistic prices that move merchandise, 
protected to guarantee your margin. 
Limited number of selected quality dealers 
in each market. 

The finest transistor sets you or your 
customers ever heard. Absolutely 
unmatched component-for-component, 
circuitry-for-circuitry, sound-for-sound, 
or dollar-for-dollar. 








Yes, the switch is to Matsushita because 

it’s the line that smart, keen buyers 
recognize as the one on which they can build 
a healthy business—with a real future. 


T-30—The Finest AM/FM Transistor Set You 
Ever Heard. 


Combines superb sensitiv 


und 


9 Transistors plus 6 Diodes 


Matsushita Expands Its Highly Successful 
Initial Group Of Transistor Radios .. . 
Introduces Entirely New Group Of Products, 
Each A Signal Advancement In 

Styling And Performance. 








T-22U—AM/Short Wave Set Featuring Magic 
“Meter” Tuning. 
Outstanding in sensitivity, this set provides magnificent 
standard-broadcast and short wave receptior 

(T-22M: AM and Marine Band) $54.95 


8 Transistors pilus 2 Diodes 


Prices slightly higher in western states, 
Hawaii and Canada 


MATSUSHITA 


ELECTRIC CORPORATION 
OF AMERICA 


41 East 42nd Street, 
New York 17, N.Y. 


Telephone: MUrray Hill 2-6244 
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makes ines clasp obsolete 


The nicest thing that ever happened to.a pear! necklace. Easy, 
safe and so simple to work. Every customer will prefer the new 
WONDER-LOK* to old fashioned hard to fasten clasps now on the market. 


This revolutionary clasp, WONDER-LOK*% is available in a wide 
variety of styles from $40 to $4000 keystone. In gold, platinum 
and palladium. 


Created & Manufactured by 


— Karl (Way ne, Inc. 


580 Fifth Avenue, itd York 36, N. Y. 


Exclusive Manufacturing Licensee 
david g. steven inc. 
37 W. 47th Street, New York 36, N. Y. 





2. Release... and it locks easily and securely. 


WONDER-LOK™ 


STYLE 2413 


STYLE +403 


STYLE =407 


Beautiful diamond-set necklace clasps designed in precious 
palladium. Order direct from Kurt Wayne. 


...a new concept in necklace clasps - 
designed with all-precious Palladium 


Created by Kurt Wayne, precious white palladium 
clasps set in shimmering diamonds represent an 
exciting change in jewelry design. They securely 
lock the elegant pearl necklaces, then complement 
and enhance their classic beauty. Palladium, a 
favorite of top designers, enriches the sparkle of 
diamonds, faithfully reflects their true color. 


ALLA V : UJ Vi A PRECIOUS METAL OF 
THE PLATINUM GROUP 
PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N. Y. 
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Kurt Wayne, 580 Fifth Avenue, New York 36, N. Y. 
Piease enter my order for: Keystone 
Palladium necklace clasp, style +413 $ 44 
Palladium necklace clasp, style +403 $230 
| Palladium necklace clasp, style +407 $700 
NAME 
STORE 
ADDRESS 


ZONE STATE 
(please print) 


= 
w 








Haul in customers you 
newer even saw before... 
with Croton’s *summer 

waterproot watch” otter? 

Women need waterproof watches even more than men. Think 

of all their “wet” work—cooking, laundering, cleaning 

house, doing dishes, bathing baby. And in the Summer 

she swims, exercises, showers more often than usual. 


Here’s Just the offer to bring her in and sell her a 
Croton Waterproof * Watch —plus another for her man! 


Turn page to order 


sing case unopened, crystal and crown 


inta 


ct. 





Hrere’s how it works?! 


I Order ample inventory from large selection of ladies’ 


watches shown—men’s too! 

2 Start suggestive selling: put a Croton Waterproof on 
every woman’s wrist. Offer another for her husband. 

3 Tell her they can wear the watches till Sept. 1. If not 
satisfied, she returns watches to you for refund. 

a Customer can use any payment plan: cash, charge, 
installment, etc. Payments begin whenever you wish. 

& You are protected: send us returned watches for credit. 


Remember: It’s simple it’s powerful, it’s profitable 
—a big Summer business builder! Order now. 


FUTURA SPORTSLADY © 


TEMPTRESS/Y TEMPTRESS TEMPEST 


WATCH CO., 404 PARK AVENUE SOUTH, NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., STE. 317, LOS ANGELES, CAL. 
Please send the following Croton watches: 
QUANTITY DESCRIPTION YOUR COST RESALE 
jute tainiail Fl TURA: stainless steel case, with strap__$16.95 8: oJ 
shock resistant, 17J, waterproolt* with bracelet 18.65 
_ SPORTSMAN: chrome-plated top, with strap__ 12.95 
shor k-resistant, s s hac ‘a 17J, waterproot* with br icelet__ 13.95 
—___ SPORTSLADY: chrome-plated top, with strap__ 14.95 
shock-resistant,s/s back, 17J, waterproo{* with bracelet__ 15.95 
TEMPEST: stainless steel case, with strap__ 
shock-resistant, 17J, waterproot* with bracelet__ 
TEMPEST/Y: yellow top, s/s back, with strap__ 
shock-resistant, 17J, waterproo{* with bra elet__ 
TEMPTRESS: stainless steel case, with strap_— 
shock-resistant, 17J, waterproof* with bracelet_— § 
_TEMPTRESS/Y: yellow top, s/s with strap__ 20.95 
shock-resistant, bac k, 17J, waterproof* with bracelet__ 21.95 
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If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


NAME 











STORE NAMI . eer f, 


Uh 


ADDRESS peG 
KLM: 


CITY anita —4 hj 











i by KLM Royal Dutch Airlines 
©1961 Croton Watch Co. 
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LETTERS... 


Aging Watchmakers 
To the Editors: 

Consider the average age of the jew- 
eler-watchmakers you know. Most of 
them do not have younger apprentices. 
They cannot or will not take time to 
train younger men. So, with some of the 
older watchmaking schools closed, 
where is the jewelry trade going to get 
the men it will need in a few years? 

In my two years at PJC, I have seen 
19 men graduate and 85 to 95 per cent 
of them are working at the trade for 
which they were trained. Most of them 
had a job waiting for them when grad- 
uated. The school has averaged one let- 
ter a week asking information concern- 
ing prospective graduates. Usually, a 
graduate has a choice of jobs... . 

The ‘demand for jewelers and watch 
repairmen sems to be increasing as time 
goes by. At one time last year, the school 
had 21 requests for them... . 

I would ask one thing of your publi- 
cation—please do everything you can 
to keep the schools open. Some men may 
have learned their ABC’s at home—but 
they had to have help at school. 

KENNETH E. PICKARD 
Student, Paris Junior College 
Paris, Tex. 


Queen’s Necklace 


To the Editors: 

Thank you for the publicity which 
is ours as a result of the article by Dor- 
othy Dignam which you published in 
connection with The Queen’s Necklace 
[April JC-K]. The gracious advice and 
and counsel of Mrs. Dignam and her 
enthusiasm for the promotion are an 
integral part of our excitement and in- 
terest in the matter. 

CARL B. FLAXMAN 
President, Linz Bros. 
Dallas, Tex. 
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How the 
Brings Gift Pen Business 
Back to the Jewelry Store 


Pen sets are big gift business 


seven out of every ten pens are 


purchased for gifts! So pen-buying traffic is gift-buying traffic 
this is business you want. Many jewelers are now enjoying greater 


gift-pen profit and creating greater store traffic with the “Parker Formula.”’ 


basic sales plan is based on these facts: 


1. Put the Parker ‘‘Jeweler Jotter’’ (the Jeweler’s own 
golden ballpoint pen priced at $2.98) in your window to 


draw in customers to choose from your complete line. 


2. Display the ‘‘Jeweler Jotter’’ in Parker’s handsome 
counter case. Spark the customer's interest either by 
showing him a Parker set or a higher-priced model — 
“trade up” the sale for added profit. 


There’s nothing fancy or involved about this 


This simple 


3. Show the customer Parker's presentation display. 
Suggest a fountain pen for fine writing —a ballpoint 
for casual writing and a pencil for figure work. Expand 
the sale from one unit to a possible three unit. 


4. Offer your credit plan or your charge account 
service on the purchase of quality writing instruments. 


but it’s working in many good jewelry 


stores. It works best with Parker merchandise because Parker now as always is “the 


jeweler’s line’”’ 


a quality product, highly styled, most advertised, with a truly pro- 


tected profit through the Parker franchise. Your Parker account manager will tell you 


more about the ‘“‘Parker Formula for gift pen sales.’ 


Jeweler’s Window Display 


IRCULAR-KEYSTONE 


Presentation Set Display 


> 





Jeweler’s Special Counter Case 





The Most Exciting 
Jewelry Idea 
of the Century 


oe SV( ARCHALITE 


THE WORLD'S FIRST AND ONLY ELECTRONIC 
CHARMS IN 14 KARAT GOLD 


With a battery small as a sequin, a light bulb tiny as a 
flower seed, enchanting charms that light up like 
magic at the touch of a finger. 
Now available to selected jewelers and department 
stores. 
A. Romeo and juliet—stage with two enamel figures that 
can be manipulated by tiny gold fevers. Entire stage glows 
when bottom is pressed. $78 retail 
B. Ring in Box—Richly embossed 14k box holds solitaire. 
Stone lights up when pressed. $59 retail 
C. Loving Lamp Post—~Lights up with touch of finger. 
Street sign can be engraved with name or street number. 
$39 retail 


D. Heart Beat — Tiny red window on both sides of heart 
lights up, gives impression of beating heart. $41 retail 


See the entire collection at our showrooms 
by appointment. 


| 


Electronic Charms Corporation 


New York: 745 Fifth Avenue, PL 2-4133 
Los Angeles: AX 3-7184/Chicago: CE 6-2896 


@Litacharm Inc. Pat. Pend. 


What Is a Fair Profit? 


To the Editors: 

What is a legitimate profit? This in- 
volves a further question: What, in ad- 
dition to the product, can legitimately 
be merchandised into its selling price? 

Certainly a retailer offering a fine 
selection of watches in an elite setting, 
and projecting accepted guarantees of 
satisfaction beyond that which the 
manufacturer offers, is justly entitled 
to charge for the prestige and relia- 
bility of his establishment. 

This, however, must be an institu- 
tional policy of the retailer which is, 
in substance, an image built, sold and 
accepted by the community served. It 
cannot be a cost merely to accumulate 
additional gross dollars. 

Costlier products need not be high- 
priced products. Perhaps a fair analogy 
is the purchase of a man’s suit; for in- 
stance, three competitive stores in a 
single market area might well sell 
Hickey Freeman clothing. It is quite 
possible that one of these stores might 
charge $15 more than the other two 
for a specific number. It it also quite 
possible that the store charging more 
will do the largest business of the three. 
Factors warranting patronage of this 
store could be in greater selectivity and 
or proved performance in that gar- 
ments must be altered to the customer’s 
satisfaction before the sale is consum- 
mated. ... 

Can’t something be done to build, 
within the sphere of common sense, 
a delivered image of reliability and ser- 
vice that will legitimately merchandise 
a greater percentage of dollars above 
cost to the fine jewelers of our country? 

S. L. “BUD CANTOR 

Sales Promotion Manager 

Gold Filled Manufacturers Association 
Attleboro, Mass. 


Excise Tax Lists 


To the Editors: 

We are particularly interested in the 
article by Mr. Burnstine on excise taxes, 
in your April issue... . 

[ was a member of the Retailers Tax 
Committee for our national association 
in the early 1940’s and tried to keep 
up on excise taxes, but frankly have 
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been away from it for several years. 
At one time, I thought I was quite well 
posted, but I will have to admit that 
[ didn’t do too well on your “quiz” on 
page 176. I believe the gold plated belt 
buckle as well as the imitation sapphire 


were originally taxable. . . . Because of 


these and other changes, we _ believe 
your April article was very timely. 
J. L. CUNDIFF 
Glimme & Cundiff 
Walla Walla, Wash. 


@ @ The list of items covered by the 
10 per cent excise tax, and the list of 
articles not taxable, are very instructive 
and helpful. We would like to know if 
you could send us a dozen copies of this 
list made up in the form as you have 
it in JC-K. 
HERMAN J. RAPPAPORT 
Best Credit Jewelers 
Zanesville, Ohio 


In re sponse to many requests, A Jew- 
eler’s Guide to Excise Taxes, by Bernard 
N. Burnstine, former executive vice 
chairman of the Je welry Industry Tax 
Committee, has been reprinted. Copies 
are available at the following prices: 
25¢ each for less than 10; 20¢ each for 
10 copies or more. Address: Reader 
Service Department, JC-K, Chestnut & 
56th Sts., Philadelphia 39, Pa.—Ed. 


Know Your Market 


To the Editors: 

Your cover story in the May JC-K, 
“Sell The Decorator,” points up a con- 
sistent fault of many, many retail 
jewelers. That fault is their continual 
failure to keep up to date on the mer- 
chandise and merchandising methods of 
non-jewelry stores. Let’s face facts. 
Department stores are generally way 
ahead of jewelers in seeing new sales 
opportunities and going after them. 
You can bet that the big department 
stores had studied the market before 
they started pushing decorator clocks. 

If jewelers are not going to do any 
market research of their own, they can 
still learn a lot by studying the methods 
of department stores which do keep 
abreast of the market at all times. 

NAME WITHHELD 
Los Angeles 
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Sell them as presentation watches for athletes, sports- 
men, heroes. Sell them to the country club and the yacht 
club crowd. Sell them to skindivers, sportscar drivers, 
private-plane owners, airlines personnel, doctors. There 
are 1,002 ways to use these exclusive Croton Watches — 
and for each use, there are dozens of customers in your 
town. All that you need to do is sell them—hundreds 
of jewelers do it every day. Order now — fill out coupon. 


Left: Chronomaster™, the watch of 1,000 uses — car 
racing, sailing, flying and countless other activities. 


Right: Depthomatic”, the only skindiver’s watch that 
tells elapsed time, and shows depth-in-feet at all times. 





You can do 
1,002 things 
with these 
Croton watches 





(especially sell!) 


CROTON WATCH CoO., 404 PARK AVE. SOUTH, N.Y.16,N.Y. 
WEST COAST: 448 S. HILL ST., STE. 317, LOS ANGELES, CAL. 
Please send the following Croton Watches: 
QUAN. 
. Depthomatic: all s/s case, waterproof,* self-winding, 17 jewels 
your cost $38.95 SUGGESTED RESALE 389.50 
___.. Chronomaster: all s/s case, waterproof,* shock resistant, 17 j. 
your cost 843.95 SvuGGESTED RESALE 3100.00 


If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


NAME_ 





ADDRESS 





CITY ZONE STATE 


% providing case unopened, crystal and crown intact 











IMPERIAL COLEURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


| M P E R IA L P EA R a sy N D l CAT =. | N co. world’s largest sellers of the world’s finest cultured pearis 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Ku 
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Know your product ...and close more sales! 


TOASTMASTER 
"Action-Angle" 
ELECTRIC 

CAN OPENER 











“ACTION ANGLE” 
ELECTRIC CAN OPENER 


Model 22A1 95* 
White *24 
Model 22A1 Chrome $27.95* 





THE ONLY CAN OPENER MADE 
WITH UNIQUE "ACTION- 
ANGLE” CUTTING WHEEL THAT 
OPENS ALL SIZES AND SHAPES 
OF CANS... ALWAYS LEAVES 
A SAFETY-SMOOTH EDGE! 


® Super-safe "Stop 
action” lever 


® One touch action 
control 

® Easy-to-carry finger 
grip case 








GET THE 
COMPLETE 


"Inside Story” 
ON THIS TOASTMASTER CAN OPENER 


Just drop a postcard to Advertising Dept. 
Toastmaster Division, McGraw-Edison 
Company, Dept. 86, Elgin, Ill. and ask for 
the Toastmaster Sales Training Kit. We’ll 
also send you information on how you 
can get a Toastmaster Can Opener for 
your own home. Write today! 
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4 —~_! THTED 8° 
ANGLED DOWN 30° | 
© "“ACTION-ANGLED"’ CUTTING 
WHEEL. Entire cutting assembly is an- 
gled 30° down and turned 8° in to 
achieve smoothest, safest cut possible. 
No jagged edges. Sharpens itself os 
it opens the can. 











Carborized "magic 
circle’ cutting wheel 


Removable, easy-to- 
clean cutting head 


Adjusts to can 
thickness automatically 





Alnico V magnet lid 
lifter 


Pre-bent electric cord 


Powerful heavy-duty 
motor 


® Wall bracket included 


Choice of all chrome 
or white finish 


| % 
Kt) 6 Our famous hallmark... 
MA 9 symbol of outstanding quality 


Tma®? 


TOASTMASTER 


*TOASTMASTER" is a registered trademark of McGraw-Edison Company, 
Elgin, Ill. and Oakville, Ont. © 1961 


MAGRAWS 
TOASTMASTER DIVISION FHISON 4 
McGRAW-EDISON COMPANY , 
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DIAMOND PLATINUM 


acclls 


S by Raymond Abrahams 


. 
A truly outstanding collection of 


superb diamond platinum 


; e bracelets .. . offering a wide 


range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


” aa 


Vd, 
Guth 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 








~ THE DERMATOLOGISTS’ REPORT” 
a major clinical study reported in the medical press 
and publicized by newspapers across the nation — 


it cautions about... 


SHAVING AND 
SKIN 
PROTECTION 


Now, for the first time, an exhaustive medical study has been made of shaving 
and the bearing it has on many troublesome — and sometimes potentially 
serious — skin diseases. ‘his study was initiated, conducted and supervised 
by skin specialists — doctors of medicine —who are associated with the der- 


matology departments of medical schools and hospitals of the highest repute. 


“THE DERMATOLOGISTS’ REPORT” answers important questions about: 


1, Shaving instruments: Which gives greatest skin protection? 
2. Rashes, acne, ingrown hair: Which shaving instrument is more advantageous 
when these skin problems are present? 
3. Moles and other skin growths: How dangerous are repeated nicks, cuts, irritations? 
4. Women and shaving: Does shaving cause coarse, profuse hair growth? 
Close shaving: Which electric shaver shaves closest without irritation? 
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HIGHLIGHTS FROM 
“THE DERMATOLOGISTS’ 
REPORT” 


1. Shaving instruments: Which 
gives greatest skin protection? 

According to the physicians’ ob- 
servations, electric shavers remove 
75% to 93% less skin cells than 
other methods tested and caused no 
cuts and few nicks. 

Moreover, complaints of after- 
shave burning occur 1/7 as often fol- 
lowing the use of the most effective 
electric shaver. 

The doctors also found that most 

shaving-induced skin rashes do not 
occur when shavers with adjustable 
comb-like rollers are used. 
2. Rashes, acne, ingrown hair: 
Which shaving instrument is more 
advantageous when these skin prob- 
lems are present? 

The most striking advantages of 
electric shavers were reported in 
treating patients suffering from ec- 
zema, ingrown hairs, bacterial in- 
fections, and many other skin ail- 
ments. In fact, the doctors agreed 


that when an electric shaver iS used 


as an adjunct to treatment, many 
common diseases of the skin—ag- 
cravated by irritation—can be ex- 
pected to improve. 


The most satisfactory shaving in- 


strument to use in the presence of 


skin disease is, according to the doc- 
tors, an electric shaver with adjust- 
able comb-like rollers. 

Teenage Acne. The doctors re- 
ported that acne patients under their 
care —whose skin diseases were ag- 
gravated by shaving irritation—im- 
proved they used electric 
shavers with adjustable comb-like roll- 


when 


ers. \When adjusted to prevent cut- 
ting the eruptions, the roller combs 
reduce the likelihood of scarring. 


3. Moles and other skin growths: 
How dangerous are repeated nicks, 
cuts, and irritations? 

The physicians sounded a warn- 
ing about shaving among both men 
and women who have pigmented 
moles on the skin. Such moles, they 
cautioned, should never be irritated 
by repeated nickings. 

Such irritation from shaving is 
creatly reduced when an electric 
shaver is used. 


4. Womenand shaving: Does shav- 
ing cause coarse, profuse hair growth? 

According to this study, women, 
including teenagers, need not fear 
that shaving causes Coarse or pro- 
fuse hair to grow on the legs or 
underarm areas—a Common, erro- 
neous belief. 

Among women, the report adds, 
electric shavers caused no frank cuts 
on the legs or underarm areas. 

5. Close shaving: Which electric 
shaver shaves closest without irri- 
tation? 

Photographs taken several hours 
after shaving indicated that the dif- 
ference in beard length was almost 
negligible following shaving with a 
blade and some electric shavers (al- 
lowing both methods an adequate 
break-in period). 





At the conclusion of their yvear- 
long study of shaving, the physicians 
agreed that... 
electric shavers with adjustable 
comb-like rollers* provide the 


greatest combination of close shave 


with the least rrritation. 


"EXCLUSIVE WITH REMINGTON SHAVERS 


The ROLL-A-MATIC® Shaver 


The CORDLESS LEKTRONIC Shaver 


TRADEMARK 


The LADY REMINGTON Shaver 


TRADEMARK 








[t is entirely possible that no other event will have 
such a profound bearing on your shaver business 
as the medical study you have just read. 

Judging from hundreds of newspaper reports 
about the study that appeared throughout the 
country, it may well change America’s shaving 
habits virtually overnight. ‘““The Dermatologists’ 


A MAJOR TURNING POINT FOR YOU in the marketing of electric shavers 


Report” holds great new promise for all of us in 
the marketing of electric shavers. Needless to say, 
Remington is most happy to share this new era of 
opportunity with you. 

If you would like more information about ‘‘The 
Dermatologists’ Report,’ your doctor may obtain 
it by writing to Box 3583, New York 17, New York. 


© 1961 BY SPERRY RAND CORPORATION 
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} vot | Mrboy jewelers 
who applate phe fine Ei: § M & M charms. 
They know they‘re steady soft makers the 
year round. Why don’t ipu stop by to see us 
at the show and get acquainted. 
RJA TRADE SHOW PACIFIC JEWELRY SHOW 
WALDORF-ASTORIA ms SPACE 27 
(JADE ROOM SPACE 306) AUGUST 27-28-29 
AUGUST 6-7-8-9-10 








Our IBM processing guarantees quick and accurate delivery. 


FOR THE FINEST AND LARGEST IN THE U.S.A. 


JEWELRY CREATIONS, INC. 
50 Eldridge St., New York 2, N. Y. WO 6-2580 
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JOHN AND VINCENT BUONIELLO OF TUDOR JEWEL- 
ERS, ELMONT, L. I., SAY: “M & M charms really sell. 
And no wonder—they have everything our customers 
are looking for! Price, Beauty and fine quality.” 
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990 PAGES! 
OVER 40,000 
LISTINGS! 
YOURS AS 
AJC-K 
SUBSCRIBER! 
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Yes, as aJC-K subscriber, you get a big 
package of ALL-NEW MATERIAL 
in the 1961 Jewelers’ Directory Issue 


Its nearly 600 pages are jam-packed with refer- departments operate more profitably throughout 
ence information—unobtainable from any other the year. The 1961 Jewelers’ Directory Issue 
single source—to help you, your sales and service contains all these practical working tools: 


12-page Compact Index 


that gives the page number of every one of the 
1005 products and services listed in the Directory 
Issue. It does so in every conceivable fashion. 
For instance, suppose you need a source for Spring- 
wound Musical Alarm Clocks. The Index lists 
them that way, and also as Musical Alarm Spring- 
wound Clocks and as Alarm Musical Clocks. Thus, 
by whatever name you think of an item, you can 
find its page number instantly. The Compact In- 
dex (containing 2266 listings) can be your key to 
each and every kind of merchandise or service you 
may need in the operation of your business. 


Pictures of active 
flatware patterns 


each identified by its name and manufacturer. 
This section was a standout in the 1960 Directory 
Issue. “‘It circulates among the sales staff daily to 
check a flatware pattern or design in coordinating 
a china, crystal and silver setting” was a typical 
comment. This year’s Flatware Guide is bigger. 

It pictures a total of 462 patterns—284 in Ster- 
ling Silver from American suppliers—37 in Silver- 
plate: of jewelry. store quality from American 
manufacturers—-141 in Stainless Steel of jewelry 
store quality. 


Manufacturers’ Suppliers Section 


lists where-to-buy information for manufacturing “Wax Modeling” and “Welding Supplies.” Each 
jewelers; sources for everything from “Alloys,” supplier listing verified this year, of course, by the 
“Anodes” and “Abrasives” to “Watch Jewels,” signature of one of its officials. 





Retailer’s 
Suppliers Section 


—a monumental guide to sources of supply for 
products sold in the jewelry store, and services 
and supplies needed to operate a jewelry store and 
serve its customers. Based on information gathered 
in 1961, verified by the signature of a responsible 
official, from more than 6000 sources. These are 
listed under the various categories of merchandise 
or service they offer. 

“Have been using it every day,” retail jewelers 
said of this section in last year’s Directory Issue. 
Other typical experience: ‘“‘Worth its weight in 
gold!” “A boon in locating sources of supply, re- 
pair and manufacture.” “Helped us find a source 
for jewelry boxes.” “Suggested four companies we 











desperately needed to fill special orders.” ‘“Lo- 
cated a mounting that made a $250 sale.” 

Thoroughly and recently revised—considerably 
expanded—the Retail Jewelers’ Suppliers Section 
in the 1961 Directory Issue has more than 30,000 
LISTINGS. 


Yellow Section with addresses, phone 
numbers of over 6000 suppliers 


lists, alphabetically, the street addresses and tele- 
phone numbers for each company and its branch 
offices. Each firm is identified as a manufacturer, 
importer or wholesaler; its method of distribution 
is indicated, as selling to wholesaler—to retailer— 
or to manufacturer. 

“Addresses and phone numbers, systematically 
arranged, are a convenience,” said jewelers of this 
section last year. One jeweler wrote: “With the 
Yellow Section, aspirin will have a drop in sales.” 

Containing hundreds of new names, new ad- 
dresses, new phone numbers (all verified), this 
year’s Yellow Section, like the rest of the 1961 
Directory Issue, had to be completely re-set in 
fresh type. 


Valuable reference information 


of day-to-day use throughout the trade. These 
features include: Names, addresses and photos of 
top officers of jeweler and watchmaker organiza- 
tions, national, state, local. Names and addresses 
of trade schools; length of courses, tuition fees. 
Jewelry sales data, showing each state’s share of 


the market. Brief reviews of 105 currently-avail- 
able books of educational worth to jewelers, watch- 
makers, engravers and silversmiths. “‘Plain Facts 
About Fancy Cuts’—sales-building information 
about all the fancy shapes in which diamonds are 
made, including the new “Trilliant.”’ 





Jewelers greeted 
last year’s 
Directory Issue 
with adjectives 
like these: 


"DETAILED" 
"Big Help" 
"COMPLETE" 
— YO ee” 
“Informative 
“OUR BIBLE” 
“Well pleased” 


“comprehensive 


The new Jewelers’ Directory 
Issue will be an even more 
valuable source of needed, 
easily-available information, 
with 

* BIGGER, VERIFIED LISTS OF 


MERCHANDISE, SERVICES, 
SUPPLIERS 


* FAST-WORKING COMPACT INDEX 
* ALL-NEW CONTENT 


The jewelry industry is active, with thousands of 
changes in merchandise, services, suppliers and 
addresses. (So many were these changes during the 
past year that every line of type was re-set for the 
1961 Jewelers’ Directory Issue. ) 


AS AJC-K oe tas BIG, ALL-NEW PACKAGE OF ESSENTIAL TRADE INFORMATION 


ISE. NEXT TO THE TELEPHONE BOOK, THE MOST USED BOOK 


THE EMERY MOTE "JEWELERS DIRECTORY ISSUE! 


The JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Streets, Philadelphia 39, Pa. 


Pleas id me The 


Name___.—SSFSFSCSF eT ee 
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ee ee ee 
If above is your home, write below, the nz 
Company Name ESS 
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a 


Please check one. We are Retailer 0 


elers’ Circular-Keystone 
ie. — oe »nclosed for [] 1 year [) 
magazine sille rye the following address: 


. My check____SSCSFSFSFFsS or money 
2 years. I would like to have the 


__ State 


ime and address of your store or company: 
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| 
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If you are not a JC-K subscriber, 
send in your subscription now. 
This is the only way you can be 
sure you will get a copy of this 
great book. If you are now a sub- 
scriber, use the form to extend 
your present subscription. 


SUBSCRIPTION RATE 








in U.S.: 1 year $3.00; 2 years, $6.00 
THE JEWELERS’ 
DIRECTORY ISSUE 








will be part of your 





———— 


Wholesaler [] 
Manufacturer [ ] 


subscription 


MAIL TODAY 
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Goldsmiths ol ancrentl C are cf toiled hor months lo produce al single il ork olart—a golden amphora shield or glistening helmet Golden 
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Beautiful and intricate work in sold is a matter of course todav. One reason is 
Karatclad heavy gold ele troplating process, a significant metallurgical 

advance for manufacturers who take pride in produc ing jewelry of long-lasting 
beautv. The Karate lad tag has become a symbol ol excellence and 

quality. It assures the purchaset of a minimum thickness of 100-millionths of an 


inch of non tarnishing line sold on every design surface—no matter how 


intricately shaped or delicately styled. Find out how you too can profit with 


the Karatclad process and Karatclad emblem on your produc t. 


Cjold and Vian Csreat \rtists Series original oil painting by Stanley Meltzoll 
commissioned by the Sel Rex (Corporation Lithographs on parchment stock suitabli 


lor framing without advertising message may be obtained by wring to the Sel Rex 
( orporation Nutley 10, Neu fersey This scene and objets dart illustrated ar 


authentic and historically documented 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
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World’s largest selling precious metal plating proce 
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The patented Karatclad Gold Electroplating Process is being used on more 
and more nationally advertised products to produce non-tarnishing, long 
wearing coatings of high-Karat gold. Name brand pens and pencils, rings, 
wrist watches, bracelets, necklaces, numerous fashion accessories, are now 
available finished with Karatclad. Insist on the Karatclad quality emblem 
—recognized the world over. It assures your customers of fine gold con- 
tent—qualifying for the quality mark Heavy Gold Electroplate (minimum 
100-millionths thickness) as defined by the Federal Trade Commission. 


Plan to participate in the great profit potential of this exciting scientific 


development—ask your wholesaler and manufacturing suppliers. ee 
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*Sel-Rex registered trademark for its patented 
Acid Gold Electroplating Process. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World's largest selling precious metal plating processes 








1961 Motorola : 


portable radios - 
sell on sight 


(and these new 
pilfer-proof displays 
make sure 
they're seen 


and sold!) 





13%" WIDE 


New three-radio display features the exciting new Featherwe ight Class. Tiny six-transistor new- 
comer is smaller than a shirt-pocket radio, weighs just 7 oz., stands just 35<” high. Priced to 
attract impulse buyers! 


Masterpiece of Miniaturization 


MOTOROLA 


POWERFUL TRANSISTOR RADIOS 
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16%" WIDE 
Full-fledged selling center—a 3-in-1 sea- Display the newest of the most popular pocket portables! Bright, durable new 
sonal display. Shows seven portables! counter display holds three of the most popular Motorola pocket portables 
Comes complete with three special gift- priced from $19.95 to $34.95. Display includes Motorola Model X27—the 
season headers. Contains built-in in- exciting new horizontal look in pocket portables. Radios are covered by crystal- 
ventory control plus storage space. clear plastic—they can be seen but not taken! 


belling is easy with Name-Brand Reliability and Appeal Displayed the Motorola Way! Choose the Display that fits your needs . . . then call your Motorola Distributor for full Details—Today:! 


_ © MOTOROLA «iii 
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They're New... 


SUBTLE 
HUES 


provide the theme 

in this 14K yellow gold 
bracelet and ring, set with “Desert Sand” pattern in Oneida stainless 
has asymmetric outline, stylized fleur-de-lis 
ornamentation. Available in services for 6, & 
and 12, ranging in price from $9.95 to $32.50. 


multi-colored genuine stones. 
The muted beauty of 

the artfully selected colors 
complements the excellence 

of typical CHURCH & COMPANY 
design and craftsmanship. 


, 


The Ring — 3166 | “Golden Treasure”? from Lord Elgin series 

2 has rectangular case in 14K gold, textured 
Yi dial with gold hour markings. Movement has 
The Bracelet — 10027 a= 23 jewels, features Elgin’s “DuraPower” and 
| “DuraBalance.” $135 retail. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


TL 4c 
Sey 
OW TEN 
Trade mark registered AMERICAN 
in US. & Canada GEM SOCIETY " rT : ” : 

The “Admiral” portable typewriter has de- 
jamming key, completely enclosed flat bottom 
that makes it possible for travelers to use on 
their laps. Carrying-case can do double duty 
as an overnight bag. From Admiral Type- 
writer Corp., 244 Madison Ave., New York. 


OUR FACTORY OPEN ALL SUMMER 








it’s jewelry... 
it belongs to 
the jewelry 
trade...it’s 
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If your profit picture for Spring and Summer 1961 doesn’t look rosy, 
buy yourself some 24-kt. gold protection with SONY . . . ounce-for- 
ounce and model-for-modei the finest line of transistor radios ever 
made. SONY outperforms and outsells the competition . . . and you 
never have service headaches or dissatisfied customers. All SONY 
models .. . 14 style-setting, quality pace-makers . . . are reliable, 
sturdy, compact, lightweight, powerful, with sensational reception 
and instantaneous tune-in. Some play as long as 900 hours without 
battery change. All are nationally advertised in major media with a 
million dollar campaign and you can have all the dealer helps you 
can use .. . absolutely free! Just think of all the extra Sales and 
Profits you can make this Spring and Summer .. . selling SONY as 
gifts .. . for Mother's Day . . . Father’s Day . . . June Weddings 
... Graduations . . . Anniversaries . . . Birthdays and Vacations. And, 
wouldn’t you know, you can step-up a SONY Sale from $22.95 to 
$99.95! Your reputation was built on quality brands . . . in radios, 
it’s SONY. 


SONY CORP. OF AMERICA 


514 BROADWAY, NEW YORK 12, N.Y. #£4® TEL.: WO 6-0800 


* TM. 











APPRAISE THESE SONY QUALITY TRANSISTORS. THEY’RE BASIC 
INVENTORY FOR ANY JEWELER .. . IN ANY COMMUNITY. 

SONY TR-620 .. . 6-Transistor, Palm-Sized Powerhouse Performer. Perfect 
tonal quality through new inverted cone speaker. LIST: $29.95 complete 
with Battery, Leather Case, Cord & Earphone. 


SONY TR-624... Fingertip Control Table Model. Cover opens at lightest 
touch and radio plays automatically. Operates for months on 4 penlight 
batteries. LIST: $39.95 complete with Batteries. 


SONY TR-621 ... Watch Radio. Tiny, new, pocketable radio with precision 
7-jewel watch that wakes you to music or turns the radio on and off 
automatically. Size of a pack of cigarettes. LIST: $49.95. Complete with 
Battery, Earphone and Leather Case. 


SONY TR-121 ... FM/AM 12-Transistor Portable. Drift free... can be used 
as tuner with hi-fi system. 3 Antennae (2 telescopic)..Uses 4 standard 
flashlight batteries. LIST: $99.95 complete with Batteries. 


EVERY SONY RADIO CLEARLY SHOWS THE TWO CONELRAD FREQUENCIES. 
CIVIL DEFENSE RECOMMENDS A BATTERY-OPERATED RADIO IN EVERY HOME. 
TELL ME MORE ABOUT SONY . . . THE LINE FOR THE JEWELRY TRADE. 
a, 

ADDRESS 


CITY ee 
SONY CORP. OF AMERICA, DEPT. JC-K 6, 514 BROADWAY, NEW YORK 12, N. Y 
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They re New... 


Tie tacks are made of 14K yellow or white 
gold, set with from one to four diamonds. 
Matching cuff links are available. $18 to $24 
Keystone. From Stanley Creations, 722 Chest- 
nut St., Philadelphia. 


Every jeweler knows that many more watches are sold 
for $50 than $500. 


The jewelry industry has long needed a 17-jewel 
Fashion watch at a popular price...now you have it! 


“AFTER-FIVE” fashion watches by Taylor look like 
the expensive creations yet retail for $50 or less 
Keystone. They are the only watches of their kind in 


the country! Coffee set in silverplate is reproduction of 


colonial Jaeob Hurd design. Pot has three- 
For over 20 years Taylor craftsmen have designed pint capacity, top of sugar bowl converts to a 
i, Md cosee dati amet iG - waste bowl. Including tray, set retails for 
agi 1 $75 FTI. From W. & S. Blackinton Co., Inc., 


3%4-ligne and 5-ligne 17-jewel Swiss movements. . 
Meriden, Conn. 


Get in on the Volume and Profit Parade with Taylor! 
OF 11 MO ere) Acme) m-1-14 6m 10] 6] oleae) mic-)-mer-) ¢-110)-me) ml -llallela 
Watches by Taylor! 


TAYLOR WATCH COMPANY 
257 W. 39th ST. «+ NEW YORK, N.Y. 


vate 
Gentlemen: 


Please send free catalog of “After Five” Fashion 
Watches by Taylor. 


PLEASE PRINT 
FIRM > 





Pre-cut initials, cast in halves, are ready 
for connecting at top and bottom for indi- 
vidual orders. Right and left halves come in 
each letter of the alphabet, making all com- 
binations possible. From G & W Castings, 
Inc., 7 W. 45th St., New York. 


ADDRESS 


NAME 








TITLE 
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STERN 
WATCH 
AGENCY 
INC. 
announces 
its 
new 


Rockefeller 


P laza New York 20. N. Y. 
LT 1-0870 


Patek Philippe, Geneve’ International of Schaffhausen 
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“DIRECT FROM ANTWERP’ 


HARRY BANDE S.P.R.L. 


92, Pelican Strect Antwerp & 
Tel. 323189 - 390113 a 
Cable: 

HARRYBAN ANTWERP 


ADDRESS: 
CITY: 
YOUR BANK: 
ES TS Aa ee RR ARETE rr ITS 


==" [THE MOST COMPLETE LINE 
0 (OF CASTINGS FREE 


EAR BACKS 


FOLD OVER CATC $ 1.35 dwt. 


= aaa ‘ 14 K Gold Discs 
JUMP RINGS $1.10 dwt. 


MENS AND LADIES : 
Aen 14 K Gold Spiral Bracelets 


IN GOLD, | sswm da 
PLATINUM, eg 
PALLADIUM, 

GOLD FILLED & SILVER 


14 K Cuff Link Wing Backs 
$ 39. per doz. pair 
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NEW 72 page catalog 


 Ehdlelar-lim ai aveliatcscm hela ey 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 


Write today for 











Thev re New... 


Expandable ring solves the problem of 
large knuckles. Ring opens sufficiently to 
pass over knuckle; in closed position, it fits 
snugly on finger. From Belcorso Jewelry Mfg. 
Co., 68 W. 48th St., New York. 


“Stereo,” new stainless steel flatware pat- 
tern, has slim, satin-finish handle. Five-piece 
place setting retails for $4; 50-piece service 
for eight, including two serving spoons and 
chest, $39.95. From Supreme Cutlery Corp., 
11 W. 30th St., New York. 


Men’s stainless steel watch is one of 12 
models in Bulova’s “Sea King” line, is shock- 
proof and has 17-jewel movement. $45 retail. 


Sterling silver cuff link-tie tack set is high- 
lighted by cultured pearls in hand-engraved 
settings. $10 Keystone. From Hadley Watch 
sand Corp., 43 W. 24th St., New York. 
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FROM THE UNCAS 


Ladies’ synthetic 
birthstone 
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UNCAS SALES OFFICES 


303 Fifth Avenue 
New York 16, N. Y. 


D. H. Phillips, Ltd. 
Audrey House, Ely Place 
London, E. C. 1, England 


29 E. Madison St. 
Chicago 2, Ill. Frank M. Harkin & Co. 
324 Flinders Lane 


448 So. Hill St. Melbourne, Australia 


Los Angeles 13, Cal. 

M. Elberg & Fils 

6, Avenue des Glycines 
Bruxelles, Belgium 


2609 N. E. 37th St. 
Ft. Lauderdale, Fla. 


623 Atwells Ave. 
Providence 1, R. I. 
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NEW STERLING SILVER 
RHODIUM FINISHED RINGS 


In new styles, new designs — 


for customers of all ages 


Samples sent on approval 


to wholesalers only. 
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MANUFACTURING CO. 


America’s Largest Ring House 


PROVIDENCE, RHODE ISLAND 


©Uncas Mfg. Co. 
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Stop losing out on the extra profits your store 


can make with Kestenmade Watchbands! 


The hottest jewelers’ items today 
are Kestenmade Watchbands making 
customers say. “Just what I want!” 


Contact your wholesaler or write direct, 


and send his name. 


ENTIRELY AMERICAN MADE 


KESTENMAN BROS. 
MFG. CO. 
e 


Providence 3, 


Rhode Island 
U.S.A. 





7249 FRANKSTOWN AVE. 


A NEW CONCEPT IN TIME! 


TYMETER 


ELECTRIC NUMERAL CLOCKS 


NEW! 


3170 ESSEX—Recessed V-shaped face features a distinctive grill . . 
top finished in gold, lower half in GLO-LITE that glows in the dark. 
Walnut or ebony plastic case. 7°' wide, 4"' high, 3%'' deep 

retail $11.95 plus applicable tox. 
TYMETER Clocks are different .. 


NATIONALLY ADVERTISED 


smart looking wholly new in 
concept and with plenty of consumer appeal! ‘Time at a 
Glance'’ colorama numerals register every second, minute, !0-minute 
and hour. Guaranteed | year 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CO. 


PITTSBURGH 8&8, PA. 





They're New... 


Reflective quality of gold “halo” surround- 
ing the stone in this Orange Blossom ring is 
said to give illusion of greater size. Ring is 
from the “Classic Sculptured” group. From 
Traub Manufacturing Co., 1934 McGraw Ave., 
Detroit. 


Silverplate bread tray is part of matching 
Wallace 
Length is 14% 


hollowware line in Silversmiths’ 
“Rose Point” pattern. 


$15 FTI. 


inches. 


“Bouquet” wall frame for small photo- 
graphs comes in family tree motif, choice of 
17 velvet colors around the pictures. From J. 
Levi Co., 550 Coster St., New York. 





A. Six tine diamonds embellish 
the beautiful Florentine finish 
hand carved on concave top. 
Tapered. Bright edges. Keystone 
$130 per set. 


E. Beautiful two-tone design. 
Yellow gold hand carved Floren- 
tine finish, recessed white darts 
and swirls. White, bright stepped 
edges. Keystone $66 per set. 


G. Concave two-tone original. 
Yellow gold hand carved Floren- 
tine finish marquise designs, 
bright white triangles. Roped, 
bright stepped edges. Keystone 
$73 per set. 


\ 


—— 


" 


1. Continuous hand carved pat- 
tern gives gleaming accents to 
the handsome satin finish. Bright 
stepped edges. Keystone $62 per 
set. 


Controlled distribution . 


B. Six fine diamonds flanked by 
bold triangular designs with hand 
carved Florentine finish. Tapered. 
Keystone $120 per set. 


FIVE REASONS WHY 


C. Six fine diamonds individually 
set, hand carved baguettes 
enhance these handsome satin 
finish rings. Tapered. Bright 
stepped edges. Keystone $122 
per set. 


HAND CARVED 
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MATCHED WEDDING RING SETS 
EXCEL...OUTSELL 
ALL OTHERS 


. GENUINELY HAND CARVED 
. ORIGINAL, ADVANCE DESIGNS 


UNSURPASSED QUALITY 


T 
2 
3. EXPERTLY MASTERCRAFTED 
4 
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MODESTLY PRICED 
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J. Magnificent hand carved Flor- 
entine finish enhanced by con- 
tinuous flow of gracefully waved 
panels. Bright stepped edges. 
Keystone $66 per set. 
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K. This original creation features 
an unusual hand carved plaid pat- 
tern. Bright stepped edges add 
gleaming highlights. Keystone 
$66 per set. 


All styles available in white or yellow 14K gold. 


D. Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. Key- 
stone $112 per set. 


F. Distinctive two-tone creation. 
Sparkling, recessed white stars 
highlight the yellow gold hand 
carved Florentine finish. Key- 
stone $66 per set. 


H. Recessed white design 
accented by handsome yellow 
gold satin finish. Bright, white 
stepped edges. Keystone $66 per 


w 
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L. Romantic, sparkling facets, 
gay swirls of wheat enrich the 
superb hand carved Florentine 
finish. Bright stepped edges. Key- 
stone $66 per set. 


. sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y. 
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LONGINES-WITTNAUER 


Do You Offer... 
A Smattering of Everything? 


A little taste of a lot of things is great 
for a smorgasbord table, but ruinous 
for jewelers, If you find yourself load- 
ing up with a lot of brands—and mak- 
ing your economies by stocking only a 
smattering of each—you aren’t being 
fair to yourself or your customers. 


The customer who walks into a store 
that carries a bewildering array of 
brands wouldn’t be human if he didn’t 
go from one to another asking, “Is this 
one a good make, too?” If you assure 
him that they are ALL excellent, will 
he have strong enough confidence in 
any one brand to go ahead and buy it? 
You're also opening the door to such 
dilemmas as: “I'd really like that face 
with this bracelet in that brand.” 


In short, you’re making trouble! 
What’s more, you're not doing your 
own inventory a bit of good, either. 
With many marginal lines, you’re load- 
ing up more than you might realize— 
and you still don’t have anything like a 
complete selection in any one of them! 


We feel so strongly that the only way 
to make a profit is to carry a line IN 
DEPTH, that we discourage jewelers 
from taking Longines-Wittnauer 
watches unless they carry enough mod- 
els in their representative price lines, 


Don’t dissipate your energy 
and your capital! 


Studies show that it’s much easier to 
make a sale when you offer a full line. 
Only by carrying a complete selection 
within a price range can you: 


convince the customer that he’s 
come to the right place... where 
he can see all that’s available in a 
given price bracket. 


trade-up most effectively—by 
small steps. If you lead the cus- 
tomer, gradually, to the watch he 
really wants, it’s only $10 more 
than the last one he looked at— 
not $50 more than the one he 
came in for, 


SUCCESSFUL JEWELERS AGREE 
THAT THE MOST EFFECTIVE, 
ECONOMICAL WAY TO INSURE 
PROFIT IS TO KEEP A TIGHT 
REIGN ON A FEW, WELL- 
STOCKED, FAST-MOVING LINES. 


Ad miral-] 222? 
Automatic 


Prelude “B” 


Pres. Johnson 
$150. 


You inspire consumer confidence by 
featuring a variety of Longines watches. 
Longines has the nation’s #1 consumer 
franchise—because more Americans 
prefer Longines to any other fine watch. 


Common Sense Business Booklet 


During a recent sales clinic 
a group of our senior sales- 
men (men who learned the 
jewelry business the old and 
hard way) came up with 
some ideas that we thought were sound 
as $20 gold pieces. We recorded them 
almost verbatim in a single 6-page book- 
let, called, “A MAN-TO-MAN TALK 
ABOUT YOUR QUALITY WATCH 
BUSINESS” which is available now. 


We think every store owner and man- 
ager will find it provocative. And we 
would like you to have a copy free. 
To make sure you get yours, fill in the 
coupon below and send it to us, 


- — 
— 





Join our reading family 


Longines-Wittnauer publishes a little 
monthly magazine for jewelers in 
which we describe what we’re doing in 
production, styling, merchandising and 
advertising. If you’re not already re- 
ceiving “Good Will” fill in the coupon 
below, checking the appropriate box. 


i 
Ran 








Longines-Wittnauer Watch Company 

580 Fifth Avenue °* New York 36, New York 

[] Please send free copy of booklet, ‘‘A Man- 
To-Man Talk About Your Quality Watch 
Business.”’ 

[] Please add my name to your mailing list 
to receive free copies of ‘‘Good Will.’’ | 


Advertising Department | 
| 
| 
| 
| 


Store Name 
Address 
City Zone State 

















| 
| 
| 
Signature : 





-LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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papas SILVER RUSH: The Lehigh 
Valley Railroad’s passenger ser- 
vice Is no more. 

but many Easterners have good 
reason to remember it. thanks to the 
enterprise of an Allentown, Pa., de- 
partment store. 

Hess department store was mob- 
bed by thousands of bargain seekers 
when the store bought up the Lehigh 
Valley's silverplate and offered it for 
sale. 

City and special police had to turn 
out to check the enthusiasm of would- 
be silver purchasers who tried to push 
their way into the store before the 
doors officially opened. 

Hess president, Vlax Hess. noted 
that there was “five times more silver 
in this silverplate than one could 
Vilore- 


over. “there was additional value in 


find in ordinary silverplate.” 


these items because the silverplate is 
on a nickel silver base.” 

Apart from the value deriving from 
the additional silver content, “we 


realized that all of these items repre- 


LERS IRCULAR-KEYST 


SPEAKING OF THE JEWELRY TRADE 


sented a collector's dream. having 
heen used by U. S. 


heads of state of foreign nations, as 


Presidents and 


well as by countless world famous 
celebrities and dignitaries.” 

Hess says that much of the silver- 
ware bought from the railroad had 
been stored in vaults and never used. 

In an hour and a half Hess sold 
more than 7200 items from the 
Lehigh Valley. Sample prices: cream 
pitchers, .50¢ each: three-quart ice 
cube buckets, hammered finish, $20 
each; soup tureens with covers, $2 


each: cream soup spoons. Ose each. 


—* FAULT: Castro s communis- 

tic carryings-on in Cuba have 
meant a sizeable loss of revenue for 
U.S. jewelry exporters. 

According to Foreign Commerce 
Ht eekly, Cuba was the fifth largest 
lL. S. market for jewelry exports in 
1959, with 
$716,645. 

Came the diplomatic rupture and 


purchases valued at 


economic embargo and jewelry ex- 


ports to Cuba last year fell to a mere 
341.444 


the L. S. Bureau of the Census). 


(preliminary figures from 


H™ HER END UP: The late Mrs. 
Potter Palmer of Chicago never 


invented a new antibiotic. never swam 


the English Channel, never ran for 
governor of Illinois. 

But she did buy and wear jewelry 
by the bushel. a fact of sufhcient 
significance to rate her a biography, 
Silhouette in Diamonds by Ishbel 
Ross. 

We learn from a review of the 
book that Mrs. Palmer “concentrated 
on diamonds and pearls,” and that 
the latter 


“cave luminosity to her 
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C WON " DIAMOND RINGS 


with controlled expansion 








Oj el-set-mdel-meloley mom a-yeeolvhenn-w-hekemow-Kelsoo ely | 
“Up-grades” your regular diamond sales, too! 





CONTRACTS 


for a 
perfect fit 


E-X-P-A-N-D-S 
J) over the 
knuckle 


| 
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e Eliminates twisting and turning 
amily 4-16 

e Rings mold to the contour of the 
finger—diamonds in full view 
at all times. 


PATENTED CONTROLLED 
EXPANSION PERMITS RING TO 
EXPAND UP TO 3 SIZES TO 
PASS OVER THE KNUCKLE 


Easy to put on 

Easy to take off 
Never too tight 
Never too loose 


COMPLETELY INVISIBLE 
WHEN WORN. 
ALWAYS COMFORTABLE. 


PEPPCR ELE ET ETT Tae ap pee ag 








interchangeable shanks 
- : . Interchangeable ring shanks with built-in AIR tat ring heads 
AMERICAN controlled expansion enable you to CUSTOM-FIT any Se a 
ras oe ae finger—Kit supplied with shanks—available in sizes 314-9. if > 
Shanks always exchangeable. 


. You size ring’s to a perfect fit in your own \ 
store in less than 2 minutes. No more costly ~~ 
ring sizing problems. : 


. Saves thousands of dollars in inventory. 
Eliminates ring duplication. Sales consummated immediately 
because you always have the right color gold ring in stock. 

ACT TODAY to boost your diamond sales for '61! Contact your 
authorized Feature Ring wholesaler or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS. 
FEATURE FLEX RINGS ARE COVERED BY U.S. PATENT NO, 2,806,363 AND OTHER PATENTS ISSUED 


A 
_ Ring shank 


~ ' 
’ }— 
‘ , 
J™ Shank 


number 


Equivalent to 500 years of wear! 
TESTED AND PROVEN by 


American Testing Laboratories, Inc. ano PeNoviING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD. 





fine skin and she wore them quite 
effectively.” 

But our favorite quote is the fol- 
“Her | Mrs. 


friend. Mrs. Carter H. Harrison. once 


lowing: Palmer’s| old 
said she had never known a woman 
to handle a heavy load of jewelry as 
gracefully as Mrs. Palmer.” 

Wish we 


load with as much grace! 


could handle a_ heavy 


Yee! Herb Caen’s column in the 
I San Francisco Chronicle reports 
that Mrs. Sterling Silver is book- 
keeper at the Charles H. Lee Jewelry 
Co. in Berkeley. Cal. 


_— ON ONE'S FEET: Fifty years 


from now when Madame is bored. 
she may be able to complain to her 
friends that she has time on her pedal 
extremities instead of on her hands. 
She will if a gizmo dreamed up by 


Vir. John. hat. fur and dress designer. 


ever captures the fancy of the female 
market. 

Mr. J was one of several designers 
who put their imaginations to work 
on shoes of the future to commem- 
orate A. S. Beck Shoe Corp.'s 50th 
anniversary. 

Mr. John’s contribution to futur- 
istic footwear: A shoe in gold mesh 
with a jeweled watch inset in its 
wedge-ty pe heel. 

If this seems a bit zany. Mr. John 
has an explanation. Leather and Shoes 
quotes him as saying that “shoes will 
be for decorative purposes only (50 
if any, 


vears hence): and clothing. 


will serve as the foil for unique 
jeweled shoes. 
Jewelers and nudists should be 


cheered by this happy thought. 


— GRAMPA: One. old 


who never quits is a 200-year- 


timer 


old grandfather’s clock which will be 
on display in early June in London. 
\lade by James Cox about 1760. 
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“We're trying out a new lay-away plan 


away till you pay.”’ 


ULAR-KEYSTONE, JUNE 1961 
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we lay you 


the clock runs on 150 pounds of mer- 
cury which gives it “perpetual mo- 
tion, according to a blurb from the 
Antique Dealers’ Fair where it will 
be exhibited. 

Directed at the horologists in the 
audience is this info from the press 
ofhicer: 

“The movement. with hair spring 
and bar balance partly jewelled and 
driven through the great wheel by a 
weight on an endless chain. has a 
three-month fall and is wound by an 
arbor on the inside of a rack which 


is raised or lowered by barometric 


pressure acting on two vases olf mer- 
cury joined at alternate sides ove: 
rackers. and the rack and arbor is so 
arranged that. whether rising or fall- 
ing, continuous one-way drive is im- 
parted.” 

You think that’s a tough sentence 
to swallow? You should have seen it 


’ 


before we put the commas in!!! 


INFLUENTIAL Mrs. JONEs: 


po 


Our London correspondent. Chol- 


mondeley “Chum”  Featherstone- 
haugh, reports that British flatware 
manulacturers are keeping up with 
the Joneses. 


A ccc- 


ciation. Chum learns that Mrs. Arm- 


from the National Jewelers 


strong-Jones (nee Princess Margaret } 
is responsible for a trend to lighter. 
smaller tableware. 

Seems that Maggie has small hands 
and prefers her knives. forks and 
spoons on the petite side. 

\ Princess's hands are just as in- 
fluential a fashion factor as Jackie 
Kennedy's hair. and a Sheffield firm 
of silversmiths notes a rising demand 
for cheese knives and tea knives and 
three-prong tea forks for use at the 
dinner table. Tea spoons are being 
cotlee 


Butter knives and preserve 


by-passed for the smaller 
spoons. 


spoons are being scaled down in size. 
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PREPARING YO 


by Bernard N. Burnstine 


UR STORE 


FOR GELLMAN-TYPE SALES 


® SINCE THE NOW FAMOUS COURT DECISION in the 
Gellman case and its subsequent recognition by 
the Internal Revenue Service, more and more 
jewelers have been looking into the inviting and 
fast-growing market the decision opened up. 

The decision held that sales of jewelry and re- 
lated articles for use as prizes, premiums and 
awards, are wholesale sales and are not subject 
to the Federal retail excise tax. 





COMMERCIAL 
DEPARTMENT 











Can’t Beat “Em 


Retailers, as such, are enjoined from partici- 
pating in this market, because the Internal Rev- 
enue Service, in recognizing the decision in the 
Gellman case, injected into its ruling a controver- 
sial and discriminatory provision that only job- 
bers, wholesalers, manufacturers and distributors 
can make such sales tax free. Retailers, under the 
Internal Revenue Service ruling, are not eligible 
to make Gellman-type sales without payment of 
the tax. 
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Retail jewelers can qualify for 


tax-free ‘“‘business’’ sales 


by opening a wholesale department 


As a consequence, many retailers who have 
traditionally sold this market, and other retailers 
interested in new sales opportunities, have set up 
wholesale departments within the framework of 
their present businesses in order to compete on 
a more equitable basis with other sellers of mer- 
chandise normally subject to the tax and with 
sellers of other merchandise not normally taxed. 

Tax-free sales of the Gellman-type are essen- 
tially “business sales’ and cannot be made for 
purpose of personal use or for private gifts. They 
are usually made to industrial concerns, lodges, 
churches, clubs and other organizations. Such 
sales include: 

Incentive awards to employees, length-of-serv- 
ice awards to employees, awards to preferred 
customers, door and card party prizes to stimulate 
attendance and as premiums in connection with 
the sale of other merchandise. 

The establishment of a wholesale department 
in your present retail establishment is not an 
overly complicated task. But there are certain 
requirements that must be met before the Internal 
Revenue Service will consider your wholesale de- 
partment bona fide for the purpose of making 
sales of the Gellman-type tax free. 
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What The IRS Looks For 

In a technical information release, the Internal 
Revenue Service published certain criteria which 
it will consider in determining the status of a 
wholesale department in a retail concern. This 
information provides basic guide lines to retail- 
ers for the establishment of such a department. 
The information release states: 

“In making such a determination, consideration 
will be given to such factors as: whether the con- 
cern claims to be and is recognized by the trade 
and the public as being engaged in a wholesale 
business as well as a retail business; the extent 
and character of each phase of the business in- 
cluding, for example, the extent and character of 
the measures taken to promote and carry on the 
respective activities, i. e., advertising catalogues, 
personnel, etc., devoted to each, and whether em- 
ployees are exclusively assigned to one or the 
other of these activities and whether, considered 
in the entirety, the wholesale activity is such as to 
constitute and be recognizable as a separate and 
distinct business of the concern. These factors 
are not all-inclusive, nor is any one of them de- 
terminative but the business of the concern must 
be viewed as a whole.”’ 

On the face of it the above language seems to 
offer rather formidable qualifications. Without in 
anv way trying to minimize the necessity of a sep- 
arately identifiable wholesale department it should 
be noted that the above includes functions that 
will be considered by the Internal Revenue Serv- 
ice in judging your wholesale operation and does 
not necessarily mean that every mention of a 
service or function listed must be met. 


Avoidance vs. Evasion 

Avoidance of the excise tax through a properly 
constituted wholesale department is_ perfectly 
proper and is legal. However, the Internal Rev- 
enue Service must naturally be concerned with 
those pseudo operations that seek only to evade 
the tax, and they are duty bound to look closely 
for such attempts at evasion. There is a wide and 
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noteworthy distinction between ‘‘avoidance” of 
the tax and “evasion” of the tax. 

Bona fide wholesale establishments have been 
operated and recognized as such since time im- 
memorial and any jeweler with a conscientious 
objective need not have qualms in opening a 
wholesale department. 


Separate Books 

There are certain technicalities in organizing 
and setting up such a department and unless you 
yourself are well qualified in such matters it would 
seem advisable to have your accountant or legal 
counsel assist you in the organization of your 
wholesale department. 

If your business is incorporated or licensed as 
only a retail business it may be necessary to 
amend your charter of incorporation or your busi- 
ness license to encompass wholesale activities. 
However, incorporation is not necessary ; you can 
operate your wholesale department like any other 
business—as an individual proprietorship or a 
partnership. Notification to the Jewelers Board 
of Trade, Dun and Bradstreet, and other report- 
ing agencies that you are entering the wholesale 
business would seem in order. Undoubtedly a 
separate bookkeeping system will be required for 
your wholesale department. 





ROMANCE a INDUSTRIAL 





DEPARTMENT DEPARTMENT 


























Spreading the Word 

You cannot very well operate a wholesale de- 
partment without making it known to prospective 
buyers, so some advertising or promotional activi- 
ty will be in order. This may be no more than ap- 
propriate signs or notices to wholesale buyers. 
Direct mail advertising has been found by many 
to offer a successful medium for promotion of 
commercial business. Your contacts in most large 
business or industrial concerns would probably 
be the purchasing agent or personnel director. 


Some commercial sellers do publish and dis- 
(please. turn to page 73) 
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Hot weather costume jewelry 


is a must for the gal who wants 


to seem fashion wise. 
Jewelers should emphasize 


its contribution to clothing 





@ Startlingly bright shades and a definitive new 
shape and dimension for summer jewelry can 
bring increased sales to the retail jewelry store. 

For this summer’s styles in costume jewelry are 
obviously, 1961-fresh, datelined and a fashion 
must if the customer is going to look as if she’s 
dressed up to this season’s silhouette. 

Colors in fabric and complementary jewelry 
are bright—in sunburst orange, lemon yellow, icy 
lime, hot pink, powder blue, natural and stark 
white. Brilliant garden prints find a partner in 
a bead ensemble that picks up any one of the 
colors. 

The over-all shape stresses the relaxed, longer 
waist. Sleeves are non-existent in cotton dresses, 
high over the elbow in cotton suits. The neck is 
bare, collarless or with a standaway neckline. 
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Jewelry follows these dimensions. Necklaces 
of huge beads drop way down to the waist in the 
1920 idiom; bracelets entwine bare arms; floral 
pins, in particular, grow like their natural coun- 
terpart—without ending at any given spot. 

To win these sales that will be made—if not in 
vour store then another—hard sell is called for. 

Costume jewelry is not an impulse sale. It is a 
fashion-planned purchase. Because the customer 
will be shopping a particular style for one of the 
new costumes, all of the merchandising basics 
should be called into play. 

Customers will have to see costume jewelry in 
the window, attractively arranged inside, and 
wherever possible shown in its intimate relation- 
ship to apparel, either through dramatic display 
or compelling printed sales messages. Sae 





by MELVIN R. RUDOLPH 


THE 
SHOPPING 
CENTER 
VERSUS 


DOWNTOWN 


Which is the best location 
for a jewelry store? 

A jeweler with 

experience in both 


explains his preferences 


The Rudolph Brothers’ organization of 46 re- 
tail jewelry stores, headquartered at Syracuse, 
N. Y., includes four shopping center units, with 
another to open in the near future. Melvin R. 
Rudolph, chairman of the board of Rudolph 
Brothers Inc., compares the relative values of 
shopping center and downtown outlets, drawing 
on his firm’s experience with each. 


@® HAVING HAD EXPERIENCE with both shopping 
center and downtown locations, we at Rudolph 
Brothers have been able to formulate a definite 
philosophy in regard to the former. 

In a few words, it is this: Shopping center 
stores are fine, but look out for the pitfalls. 

Our theory of operation in regard to the open- 
ing of new stores takes into consideration the 
different problems and circumstances involved 
in: (1) opening new units in a city where Ru- 
dolph’s does not have a store; and (2) opening 
new units in an area where there are existing 
Rudolph stores. 

First, let’s consider opening a new store in a 
new city. Rudolph Brothers would prefer a down- 
town location, with one possible exception—a 
city new to us, of 55,000 population or less, with 
a shopping center that dominates the area within 
seven or eight blocks from downtown. If this 
situation does not exist, our vote would go to a 
downtown location in preference to a shopping 
center site. 


The Advertising Question 


The chief reason for choosing a downtown site 
is advertising. Advertising means traffic; traffic 
means sales; sales means profit or loss, success 
or failure. 

Our experience, plus careful observation of 
other operations, has shown that it is hard for 
a single-unit jewelry store in a shopping center 
to do significant advertising. A single-unit jewel- 
ry store in a shopping center is drawing from a 
smaller customer potential, while facing the same 
high costs for newspaper, radio, and television ad- 
vertising. This necessitates spending less on adver- 
tising, buying smaller space and placing ads less 
frequently. Consequently, the store’s name and 
merchandise receive less exposure to the con- 
sumer; it draws less traffic; and its job of build- 
ing a reputation becomes much more difficult. 

With a good downtown location, one still faces 
the problem of single-unit advertising costs, but 
city-wide drawing power gives a better chance 
of maximum traffic and a faster road to a “good 
place to buy” reputation. 

Consider one city where Rudolph’s has both 
a downtown and a shopping center store. In the 
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shopping center, there is also a competitive sin- 
gle-unit jewelry store. Advertising costs are the 
same for the latter as they are for our two stores. 
A good-size newspaper advertisement naturall) 
pulls for both of our stores. The downtown store’s 
long standing good reputation also aids our shop- 
ping center store. The single unit jewelry store 
in the shopping center finds it difficult, as well 
as financially impractical, to advertise to the 














extent that we do. It takes little imagination to Interior and exterior of a Rudolph’s shopping center store. 
visualize the long-range effect this will have on 
the single-unit jewelry store in this shopping 
center. 
Rudolph Brothers’ four successful shopping 
center stores are located in Albany, Syracuse and 
Rochester, N. Y., with two at the latter city. All 
(please turn to page 68) 
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Jade is one of the oldest known 
gem materials, but the 
modern collector can still learn 


something new about it 


® IT IS A WARM, early spring afternoon in Wash- 
ington. Two men, one a United States Senator, 
the other the Chinese Ambassador, sit in the Sen- 
ator’s living room, heads bent in earnest conver- 
sation. But they are not discussing world affairs. 
For the moment their attention is centered on 
another subject dear to the hearts of each of 
them—ancient Oriental art. To illustrate a point, 
the Senator reaches into a diminutive Japanese 
cabinet and brings out a white jade corner piece 
that once graced a small box made in about 1200 
B. G. 

The Senator is Hugh Scott of Pennsylvania 
(pictured above), who owns one of the most im- 
pressive private collections of Oriental jade carv- 
ings in the country. His collection, gathered over 
a period of 25 years, now numbers more than 100 
pleces. 

Senator Scott’s interest in jade carvings stems 


> 


Vase is carved from lavender and 
green jade, has poem etched into 
side. Eagle on top represents a 
hero on top of the world. It was 
carved in the late 18th Century. 


py 
RUSSELL B. ADAMS, Jr. 


What 
the 

Senator 
learne 
about 





‘“‘Bamboo Grove”’ is carved of green 
and white nephrite jade, has four 
birds perched among the branches. 
The chain on top is an integral part 
of the carving. This delicate piece 
was made in the late 18th Century. 


from both an appreciation of art and a deep 
sense of the past. He believes that art is one of 
the best sources of information about a nation’s 
history, religion and culture. Jewelry and kindred 
items, he feels, often symbolize the highest spirit- 
ual aspirations of national culture. 


Senatorial Expertise 

Among the 60-odd smaller pieces in his collec- 
tion, Scott has many tiny animal carvings, most 
dating from the 12th to 17th centuries A.D. Some 
are older, however, and he especially prizes two 
religious figures, a fish and a tiger, that date from 


the 7th Century B. C. One of his most interest- 
ing pleces is an archer’s thumb ring made in 
about 550 B. C. It was used by some Chinese bow- 
man to help grip his arrow before letting it fly. 

In displaying his collection, Scott has tried to 
maintain a semblance of order. He shows some 
of his prize pieces in a lighted, glass-covered 
cabinet, but also has pieces on his mantel and 
end tables. He keeps the smaller pieces in a con- 
tainer that is in itself a collector’s item—a red, 
black and gold Japanese lacquered box with draw- 
ers. He has two display cabinets in his Washing- 
ton office at the Old Senate Office Building. 
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Snuff bottle at left is of black and 
gray nephrite jade, was made in the 
18th Century. Bottle at right is 
carved of blue jadeite, flecked with 
bright green, dates probably from 
the early years of the 19th Century. 


Scott is no “Sunday collector.”” He takes his 
jade seriously. Besides owning a sizable collec- 
tion, he devotes much of his spare time to study- 
ing jade. He estimates that he has read more 
than 100 books on the subject, often goes to the 
Library of Congress to trace the historical con- 
text of a jade carving that strikes his fancy. 
When talking about his hobby, the tongue-twist- 
ing names of ancient Chinese dynasties come 
easily to his lips. 

Senator Scott became interested in jade during 
the mid-1930’s, but it was not until after the 
war that he began to acquire most of the pieces 
in his collection. During the occupation of Japan 
he picked up many interesting and rare items. 
He was in an ideal position to do so: as a naval 
officer, he had the distinction of being at the 
wheel of the first U. S. military vehicle to enter 
Tokyo at the start of occupation. And although 
he didn’t drive straight to a jade dealer, it wasn’t 
long before he was combing the shops in search 
of rare carvings. 

Later, in 1947 and 1949, he visited China. Here, 
in the heart of the jade world, he found many 
additions to his growing collection. He also ac- 

(please turn to page 70) 
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by Virginia Dixon 
JC-K Display Consultant 


Flatter your merchandise through wise use 


@® IN DISPLAY, color has one definite purpose—io 
emphasize and flatter the merchandise shown. 
Beautiful and striking color schemes may be used, 
but they should call attention not to themselves 
but to the merchandise. 

The use of color in jewelry store displays has 
been too generally limited to a few traditional 
colors. The idea that black is the most flattering 
background for all jewelry merchandise is still 
widely held. It seems too bad for the jeweler not 
to take advantage of the possibilities for more 
eye appealing and sales-compelling displays by 
the wider and wiser use of color. 


Don’ts” with color, reference is made to “warm” 
and “cool” colors and to complementary colors. 
You may find it handy to use a color wheel (avail- 
able in any art supply store) in working out your 
color problems. 

The warm colors on the color wheel are those 
with predominating vellow and red tones—from 
yellow green around the wheel to red violet. 

The cool] colors are those with predominating 
blue and green tones, from blue green to blue 
violet. Complementary colors are those exactly 
opposite each other on the color wheel—yellow 
and violet, red orange and blue green, orange and 


In the accompanying discussion of “Do’s and 


blue, and so forth. 








SKETCH A 


Do key window color scheme to color 
of merchandise. Predominating color 
in china patterns may be repeated in 
background panels and on window 
floor with contrasting co’or as larger 
background area. If a variety of colors 
is used, as is frequently the case with 
china patterns, use one neutral color 
to puli the other colors together or 
use a very neutralized tone of a pre- 
dominating color as a background. 


Don’t combine several large areas of 
strong complementary colors in one 
display, but use a small area of a 
strong color with a large area of a 
more neutral tone. Combine strong 
contrasts of warm and cool colors, but 
use a warm vermilion red with a warm 
ultra-marine blue rather than with a 
cool turquoise b'ue, or a cool blue 
American Beauty red with a cool blue 
green rather than with a warm yellow 
preen. 


SKETCH B 


Do make any packaging color (chest 
lining, gift box covering) an integral 
part of the window color scheme. If 
silver chest lining is red, repeat this 
exact color in a display pad on the 
window floor and possibly in candles 
and flowers. Use pleasing contrast 
color for background—a_ soft gray 
blue wou:d be good and is also a good 
color for silver ho!lowware items in- 
cluded in same window. Remember 
that while silver has no ‘‘color’’ of its 
own, it reflects surrounding color, so 
background colors must be chosen 
carefu'ly. Soft blues, greens and rose 
tones are good. 


Don’t select colors, especially back- 
ground colors for semi-permanent use, 
without testing them under all pos- 
sible lighting conditions, both daylight 
and artificia!. Both fabrics and paints 
can vary considerably under different 
lighting conditions and colors that har- 
monize under one kind of lighting, may 
not do so under another! 


Don’t overlook the possibilities for op- 
tical illusion im the use of color. Dark 
colors tend to make things’ look 
smaiiler, light colors, larger. Shiny, 
glossy finishes reflect light and make 
objects look larger . dull, flat fin- 
ishes make them look smaller. 


SKETCH C 


Do change window background colors 
at least seasonally. Seasonal color 
changes give an opportunity to keep 
the displays in harmony with both 
nature and fashion. Autumn foliage 
colors are a good guide for fall dis- 
plays. Rich deep blues, violets, greens 
and maroons belong to winter with a 
swing to fresh, light tints for spring. 
Cool biues and greens are the cue for 
summer with bright reds and yellow 
for accent. 


Don’t use only traditional colors, but 
experiment with new colors and new 
combinations of colors. Choose only 
neutral colors for jewelry display pads, 
but have several sets of pads in vari- 
ous colors and keep them a part of the 
overall window color scheme. Colors 
do not have to be selected in their 
brightest tones, but grayed tints of 
true colors will add more interest than 
definite grays and beiges. 














of color 
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A FINAL 
GLIMPSE 
AT LONDON 
JEWELRY 


by Dr. Frederick H. Pough 
Gemological Consultant to JC-K 


Last in a series of articles 


on museum collections 


in the British capital 


@® ROOM 92 


contains 


in London’s Victoria and Albert Mu- 
seum the museum’s most important 
jewelry displays. Here are the more ambitious 
pieces, mainly necklaces, bracelets and earrings. 

As in the other halls, they progress from prim- 
itive and simple Egyptian, Greek and Roman 
jewelry, some of it 2500 years old, to spectacular 
Victorian pleces. 

Here one can trace the growth of variety in 
jewelry stones, as the progress of trade gradually 
increased man’s knowledge of the world. In a 
case of Greek ornaments that date back to 300 
and 400 B. C., most of the objects are of gold; 
the few stones used are deep red garnets. 

In Roman bracelets, necklaces and earrings of 
the First to Fourth Centuries, A. D., we find 
more variety; there are amethysts and green 
stones, identified (perhaps wrongly) mala- 
chite. There are even emerald earrings. Could 
they have come from “Clecpatra’s Mine’’? 

A study of the stones in the light of our pres- 
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A. Spanish brooch, circa 1600: note simply cut diamonds. 
B. The Danny Jewel, English, 1560. C. German snuff box, 
18th century, rock crystal with carved stones. D. Venetian 
pendant, late 16th century, enameled gold set with pearls. 


ent knowledge of the individuality of inclusions, 
related to the various known and possible sources, 
would be most rewarding. The trade routes of 
ancient Europe were traced years ago by dis- 
coveries of amber beads in Austrian burial sites. 
How much more could we learn today, now that 
it is possible to pinpoint the sources of jewelry 
stones by the microscopic study of their inclu- 


sions ? 


Age of the Goldsmith 

The later Anglo-Saxon jewelry lacks variety 
of the Roman, and one moves into the Dark Ages 
and Medieval monotony. Garnets again become 
the predominant jewelry stone. Variety returns 
with the Renaissance; craftmanship takes over, 
and jewelry blossoms forth with colored enamels, 
complicated metal work with detailed figures, 
small stones and baroque pearls. Short on gem 
interest it may be, but these cases hold some of 


(please turn to page 62) 
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to promote your diamonds 


DIAMOND 
SHLLING I DEAS- 
> FREE BOOKLETS 


for you and your sales staff 





sell 
Diamonds 





to 


by 
Gladys Babson Hannaford 








Ideas for selling diamonds to women 


Gladys Babson Hannaford’s latest 
“how-to” booklet g1Ves you ideas 
for selling and promoting your dia- 
monds to (and for) women of every 
age. It points out how women buy. 
outlines selling appeals that will 
help you and your salespeople take 
advantage of the increasing oppor- 
tunities for diamond sales to women. 





bigger 
sales of 








bigger 
Diamonds 


by 
Gladys Babson Hannaford 





Ideas for building diamond gift sales 


This practical, “how-to-sell” book- 
let outlines your market. your pros- 
pects, your best sales approaches. 
Written by Gladys Babson Hanna- 
ford, noted lecturer and authority 
on diamonds, it points up the big 
opportunities for sales of bigger 
diamonds... for anniversaries, 
days of birth. other gift occasions. 





more 
dollars 








from 
Diamonds 


by 
Gladys Babson Hannaford 





Ideas for better diamond salesmanship 


An informative sales manual for 
your salespeople. It discusses why 
people buy diamonds, outlines 
questions customers have in mind 
when they come in to buy, and pre- 
sents interesting facts that make it 
easier to talk about, and sell. dia- 
monds. Useful diamond-selling 
charts are included in this booklet. 


DE BEERS CONSOLIDATED MINES, LTD. 


send for free copies now 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Bivd., Mt. Vernon, N. Y. 


Gentlemen: Please send me __.copies of “Sell Diamonds to Women” 


copies of “Bigger Sales of Bigger Diamonds” 


____copies of “More Dollars from Diamonds” 


Name. 


Address. oC Zone State _ 








Rhythmic flow of baguette, marquise and 
pear shapes blends gracefully into the over-all patterns 
of these fine diamond-platinum pieces. 
Original settings in rings create a bold new flair 
of sophisticated lines. 


By SOL P. KAUFMAN 
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Communications, as a science, is approaching the 

th eb news ' ultimate. In the blink of an eye, news can be carried to 

9 every corner of the world. The science of diamond cut- 

r bal ly gets "ting has also approached the ultimate, giving the dia- 
| mond greater fire, greater brilliance, greater beauty. 


FMT TL i q The fact that Baumgold has paced this progress is best 
ame €6=s-sd eViddenced in the unquestionable superiority of Baum- 
. gold’s own Circle of Light and Jager Blue diamonds. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


BAUMGOLD 


BROTHERS, 


580 FIFTH AVENUE, NEW see 36, N.Y. 
NEW YORK e LOS ANGELES e TORONTO 
VANCOUVER e LONDON ee ANTWERP 





REH-craft 


GOLF 


TROPHIES 
and AWARDS 


put you ‘in the green’ 


Shooting for the ‘‘green’’ is 
easy when you keep your eye 
on Rehberger design and qual- 
ity at attractive low retail 
prices. Rich appearance, fine 
workmanship and wide range 
of selection make,.you the 
‘pro’ in demand at every 
golfing level. 


No. 5328 Sell TROPHIES, 


15'/"" tall, overall 
ena PLAQUES, 
SHOWS SCHOOLS AND CUPS in all 


INCENTIVES LEAGUES 


TOURNAMENTS CLUBS 
SALESMANSHIP seasons for every use: 





Write today for beautiful, color- illustrated CATALOG 


A.C. REHBERGER CO. 


oe aen, Bena Cae Os ae en eee Bene 


GRADUATION CHARMS 


vy Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher’s vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 


Catalog on request 


J. M. FISHER CO. °« Attleboro, Mass. 


LONDON JEWELRY 


(continued from page 58) 


the most famous and fascinating jewels, pieces 
that have been illustrated as the finest examples 
of the goldsmith’s work. 

Among them is the “Danny Jewel,” found in 
Danny, Sussex. This is a pendant of enamelled 
gold with a section of “‘unicorn horn,” an espe- 
clally powerful talisman. These highly valued 
horns are actually narwhal tusks. The Danny 
Jewel dates from about 1560. 

The famous “Canning Jewel,’ an Italian mas- 
terpiece of the same epoch, is probably the most 
remarkable example of the skilful adaptation of 
a baroque pearl—in this case to form the torso 
of a merman, a frequent fanciful conceit of the 
period. In addition to the large pearl, it drips 
with other pearls, set with diamonds and rubies 
and enamelled. 

Spanish jewelry of the same period substitutes 
birds and lizards for the pseudo-human figures 
but has a similar feeling. This is illustrated in 
the Museum collection by two interesting pen- 
dants from Saragossa, Spain, with metal forming 
the birds and stones inset. A pelican has a large 
carbuncle in its breast, while the other, a parrot, 
has a facetted “jacinth” (probably a Ceylon gar- 
net). The craftsmanship of these objects is 
superb. A fairly large percentage of Renaissance 
jewels have probably survived, because the value 
of the stones would usually not be enough to war- 
rant their removal from a specially-made mount- 
ing, and the quality of the work always made the 
whole jewel more valuable than it would have 
been as scrap metal. 

It is said that during this period, the late 
Elizabethan, jewelry was characterized by imagi- 
native freedom imparted by the Renaissance 
spirit, coupled with a revival of gem cutting and 
imaginative use of metal and enamel. The jewels 
were spiritual products of royal courts whose 
inhabitants were more interested in power and 
wealth than in good works. They lack the simple 
lines and proportions of great art; they are fussy 
and tinselly but are intriguing products, none- 
theless. 


Gems to the Fore 

With the start of the 17th Century, a change 
occurs. There is renewed emphasis on cutting 
and upon mountings of single stones or sets of 
stones that start our modern concept of jewelry. 
This was the era of classic revival, the beginning 
of an age of good taste. Figurework went out 
of fashion, and the emphasis shifted to stones. 

The progress of taste was uneven from country 
to country; locally, one still finds jewelry being 
made in the Renaissance spirit. Even so, stones 
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were becoming increasingly important, and foil- 
backed topazes, pale chrysoberyls, rock crystal 
with many-colored backs, emeralds, rubies, gar- 
nets and sapphires came into general use. In 
Italy, Hungary and Spain the older styles per- 
sisted longer than they did in England, France 
and Germany. 

As we come to the 18th Century cases, we find 
numerous small stones set in delicately-made 
flower sprays with rubies, pearls and diamonds; 
many are set en tremblant. Emeralds become 
much more frequent, suggesting that not until the 
1700s were the Spanish South American posses- 
sions providing important additions to the gold- 
smiths’ workshops. Emeralds are most abundant 
in the more primitive Iberian jewels. 

As we progress down the hall, the periods be- 
come more and more mixed, perhaps the result 
of the insertion of the Lady Cory bequest without 
a thorough-going rearrangement of the cases; 
18th and 19th Century pieces are found in juxta- 
position. Geographical differences remain _ pro- 
nounced. Not only do we find older traditions 
carrying on in Spanish and Hungarian jewelry, 
we also find definite differences in the common 
stones. Pale chrysoberyls are extremely char- 
acteristic of 18th Century Portuguese jewelry; 
sometimes these are accompanied by foiled to- 
pazes, both, obviously, coming from Portugal’s 
Brazilian colony. The 16th and 17th Century 
Renaissance jewelry of Spain changes but little 
with the next century, except that they are more 
replete with stones, particularly emeralds. 


The Lady Cory Bequest 

It is the jewelry of the 19th Century in this 
display that truly delights the eye, calling the 
visitor from afar to come and admire its gems. 
Practically all are from a most important bequest 
that the Museum received in 1951, the Lady Cory 
bequest. This group of jewelry contains many 
precious objects representing a considerable peri- 
od of time; most are characterized by a more 
than usually prominent use of stones. 

There are some typical French flower sprays, 
quivering pendants studded with diamonds, all 
the typical 18th Century delicate, naturalistic 
jewelry pieces that typified the height of that era 
of good taste. There, too, we find a spectacular 
necklace of English manufacture dating from 
the early 19th Century. It has 32 sapphires in a 
double row with earrings to match. Each of the 
latter has two stones, all rimmed about with little 
diamonds. The sapphires range from about 8 to 
20 carats. This is a magnificent piece of jewelry, 
but it is only a little more breath-taking and valu- 
able than several of the other pieces of the gift. 

Of a slightly later date is an amethyst neck- 


ia WE l f RS 





you can 


BE A TOP 
DIAMOND 
SALESMAN 


..we teach you how! 


Learn at home NEWEST methods 
vo} an =) k=l 08 dh A =o lf -laalelaleomeleh sial-s 
[24s lellal*aeclale mrs) ©) ©) g-ii-yial-a 


MORE SALES—BIGGER SALES Whether you are an experienced 
jeweler, new store owner or jewelry salesman, in a few short months 
you can be stimulating more interest in diamonds, closing more sales, 
and making bigger profits. We teach you the latest methods, proce- 
dures and ideas in handling, promoting and selling beautiful high- 
profit merchandise. Our professional home study course brings the 
experienced jeweler up-to-date — starts the beginner right. 


BETTER BUYING We show you how to buy gems for profitable resale 
in your type of store. You will learn the processing of diamonds, their 
key properties and pricing of both rough and cut stones. We teach 
you the importance of the diamond market, price controls and the 
effect of the cutter’s policies on price. Plus many other vital and 
interesting facts on profitable buying. 


ACCURATE APPRAISING —USING REAL DIAMONDS Our unique 
home-study course features practical experience in diamond grading 
and appraising, using actual gems supplied by us. You will learn how 
to establish a profitable sales building appraisal service. We teach 
you how to detect substitute stones, treated diamonds, etc. 


ADD REAL ENJOYMENT TO YOUR WORK As you broaden your 
knowledge of diamonds and other gems, achieving acccuracy in grad- 
ing and appraising, you will add to the dollar-and-cents value of your 
GIA training the satisfaction of knowing that you are increasing your 
own knowledge and independence on a sound professional basis. 


GAIN CONFIDENCE IN OVER-THE-COUNTER SALES When you 
have become a fully trained recognized diamond man you can render 
a truly professional service to customers. You will find new confidence 
in dealing with people in this fascinating world of precious gems. 


HOME STUDY IS IDEAL FOR JEWELERS Few progressive and active 
owners, managers or salesmen have the time to leave their businesses 
and responsibilities to attend classes for the months needed to keep 
up-to-date with this vital new training. That is why GIA offers the 
Same practical comprehensive instruction, as in our resident courses 
—to be completed at home without interrupting your other work. The 
instructional material consists of illustrated assignments supple- 
mented with diamonds, colored stones, price charts, color plates, 
tables and other study aids. Your progress is checked every step of 
the way with questionnaires and examinations —designed to help us 
teach you better and to make sure you understand every lesson. 


Write TODAY for complete infor- 


mation on GIA courses and FREE color 


plate showing 30 gems in full color. 


Gemotocicat Institute of AAMERICA 


11940 San Vicente Bivd. - Dept. C-61 
Los Angeles 49, California 


EASY-TO-UNDERSTAND ASSIGNMENTS 


Each lesson in your GIA course 

features easy-to-understand 

instructions, illustrations, and 

3 other interesting study aids. 
Oe Your training starts with indi- 
: vidual attention and this per- 


int @= 0. «sonal help continues through- 
- out your course. 


it, 
WE TEACH YOU QUICKLY AND EASILY You learn 
at your own pace—in your spare time. If you can 
complete just a single lesson each week, you will 
have completed your diamond course in only 44 
weeks. Most students, however, complete at least 2 
of these fascinating and practical lessons weekly. 


YOU GAIN NEW PRESTIGE Your G.1.A. training and 
the recognition that results from it will increase the 
public’s respect and confidence in you and your firm. 


wen 
* 


v 
LO le 


TYPICAL COMMENTS FROM SUCCESSFUL JEWELERS 
who have won G.I.A. Diplomas... 

“especially in buying, the course has saved me as 
much as it has cost” H.H.P. 

‘helped me make diamond sales” J.0.B. 

‘‘a substantial increase in profits” D.E.M. 

G.1.A. has meant extra sales, new prestige” C.B.T. 

“much easier to make an important sale” T.A.C. 

“up to date, practical, clearly expressed — expertly 
trained instructors” G.R.A. 

‘my stepping stone to opportunity” L.D. 

“G.1L.A. put our 40 year-old firm back in the diamond 
business’ N.S. 

“increased my income 50%” G.H.S. 
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lace, composed of stones of fine Siberian quality, 
up to 40 carats each. Snake jewelry was popular 
and in the best of taste at this time, and there are 
a number of flexible reptiles set with turquoise, 
with eyes of garnet. A very elegant pair of 
French necklaces of about 1840 show that the 
Parisian interest in nature persisted. In one, 
bunches of grapes are composed of little pearls; 
in the second the larger and more realistic grapes 
are cut from amethysts. 

As with the Townshend collection, the casual 
appearance of the Cory displays is disarming. 
One feels that a collection of stones of this im- 
portance should be accorded a display more posi- 
tively suggestive of their very real value (safety 
glass and guards, at least!). There are also many 
large diamond pieces displayed so simply and in 
such profusion that the unwarned would be in- 
clined to begrudge his admiration. 

Naturally one can see jewelry collections else- 
where, in London at the British Museum and in 
many shop windows. In the U. S. one may see 
splendid things in the Metropolitan, and the Gut- 
mann Renaissance jewels at the Chicago Art In- 
stitute, and in many other museums. The most 
rewarding way to study such a display would be 
to visit the halls with Dr. Joan Evans’ currently 
available A History of Jewellery 1100-1870 in 
hand as a guide. 

The Victoria and Albert Museum has itself 
published no leaflets on its display, though its 
treasures are illustrated in every book on the 
field. The method of display, keeping all related 


jewelry together, rather than distributing jewel- 


ry items through each of the periods, makes it 
easy to follow trends in design, settings, cuttings 
and stones, though it divorces jewelry from the 
parallel trends in the other arts. 

All in all, a visit to the Victoria and Albert 
Museum is a must for the tourist jeweler, as im- 
portant in his gemological education as a visit to 
the more famous collection in the Tower of Lon- 
don. Bee 
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| SHOPPING CENTER VS. DOWNTOWN 
(continued from page 53) 


| four are located where they act as supporting 
S t OC k | units for well established downtown stores, taking 

| advantage of advertising as in the example above. 
boxes 
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Shopping Center Check List 

In selecting a shopping center, the following 
requirements must be met: there must be a mini- 
mum of 35 stores in the center, with parking 
space for at least 3000 cars. (As a general rule, 
small centers do not pay off for jewelry stores.) 

Within the center we must have a location 
near the middle, and adjacent to the larger stores. 
: Just being next to a large supermarket does not 
Box Now JT” 7 insure success. For example, in one shopping 
| center in which we had a unit there were two 


Covered with attractive 





buff-colored damask paper supermarkets located at opposite ends of a long, 
Ask for “The J Line” featuring | straight line of stores. We were at one end of 


an extensive range of sizes per- | , . ; . a on 
o one of the supermar- 
fect for jewelry and other small | the shopping center next to one of the supermar 


articles. Each box supplied with | kets. Unfortunately, it was not the most popular 


—a—— | of the two, and our traffic suffered. Had we had 
THE jewelers cotton. | 


a central location, it would have put us in a much 
SEND FOR OUR pe ; a 
CURRENT CATALOG _ better position to draw from all shoppers. 


The physical aspect of the shopping center 
BOX COMPANY | store is extremely important in our theory of 


523 MT. HOPE STREET, ATTLEBORO FALLS, MASS. shopping center operation. All our shopping 
center units are of size comparable to our down- 


town stores. Our newest shopping center unit, 
in Fairmount Fair in the Syracuse area, covers 
approximately 2100 square feet. Our store in 
downtown Syracuse is 2200 square feet. We do 
not want our customers in the shopping center 
stores to feel that these stores are in any way 
less complete than downtown locations. 





We carry through our theory of equality in 
the merchandise stocked by our shopping center 
stores. If you were a customer of a Rudolph 
shopping center unit, you would never be con- 
fronted with, “We only carry that brand in our 
downtown store” or, “I’m sorry, but we don’t 
stock that type of merchandise in this store.” 
This is a bad business practice that we go to 
great pains to avoid. 





Detailed analysis has proven to us that goods 


RACINE DELIVERS INSTANT _ are sold in our shopping center units in the same 
proportion as in our downtown stores. Contrary 


Only Racine can deliver 3,000 parts inp | tO popular belief, the more expensive items share 
stantly out of our New York stock. When | iat sia - . ' oa _— : ; 
y | oneal tie mines heats tae etta | the same percentage of total sales in shopping 
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» wholesaler. Write for catalog of these | ‘ ? : 
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ecurity...world renowned since ; ° 
Rudolph store in the area. The downtown store’s 
4 | reputation is a major factor in maintaining the 
sales proportion of higher price merchandise in 
th ° S i y > is j S | 
5 egy a e shopping center. This is especially true of 
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WHAT THE SENATOR LEARNED ABOUT JADE 
(continued from page 55) 

quired some Chinese silver articles, most dating 
from the 8th to 10th Centuries A.D., some of 
them decorated with gold. 

With the restrictions against trade with main- 
land China today, Scott says that good jade is 
pretty hard to come by. He feels lucky if he 
can add one piece a year to his collection. 


Wyoming to Hong Korig 

One of the best ways to get antique jade these 
days, he says, is to bid at auctions held by New 
York art and antique dealers. If you can outbid 
the Red Chinese, that is. Senator Scott observes, 
not without amusement, that agents of the Com- 
munist Chinese government often take part in 
the brisk bidding at New York auctions—they 
want to take valuable jade carvings back to the 
Chinese mainland to display in museums. Japan- 
ese dealers are also active at these auctions. They 
buy jade pieces in the United States, take them 
to Japan, then re-sell them to American collectors. 

The China situation has had a great effect on 
jade collectors. The center of the jade market 
is now British-controlled Hong Kong, but a col- 
lector cannot bring an antique jade piece into 
the U. S. from Hong Kong unless he can prove 
(by dated photographs or affidavits) that the 
piece has been in Hong Kong since before the 
Communist occupation of the China mainland. 

As a result of the embargo on Chinese exports, 
much contemporary jade work (which, incident- 
ally, is of little interest to serious collectors) is 
made of jade that is mined in Wyoming. The 
Wyoming jade is exported to Hong Kong, For- 
mosa or Tokyo, where it is carved and sent back 
to the U. S. On his desk in Washington, Senator 
Scott has an ash tray that was carved in Formosa 
from jade that originated in Wyoming. 

One outstanding feature of the Wyoming mines 
is the recurring incidence of extremely rare 
black jade. Much of this is sent to Hong Kong 
and Tokyo, where it is worked and sold all over 
the world. Senator Scott was instrumental in 
putting agents of Wyoming mines in touch with 
Japanese dealers. 

Another source of jade in the U. S. is the 
Monterey, Calif., area. This Monterey jade is 
in the form of small, water-washed pebbles. It 
is readily available to jewelry hobbyists and rock- 
hounds, some of whom have turned their hobbies 
into rather profitable enterprises. There is a 
woman on the East Coast, for example, who buys 
large quantities of jade pebbles, tumbles them 
and makes necklaces, bracelets and earrings for 
sale to specialty art and jewelry shops in New 
York and Philadelphia. She simply sorts through 
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the pebbles, selects interesting, symmetrical 
shapes, and attaches them to commercially avail- 
able findings. 

These striking jewelry items enjoy popularity 
among so-called beatniks—possibly because of a 
fancied connection between jade and _ beatnik- 
espoused Zen Buddhism, but more probably be- 
cause they are relatively inexpensive and have a 
“natural” look. At a poetry reading or folk song 
session in a smoke-filled coffee house, it is not 
hard to pick out a few starry-eyed female beats 
sporting jade necklaces or bracelets. 

More conventional types of jade jewelry are 
also gaining in popularity, aided, perhaps, by the 
recent scarab craze. There are several New York 

nanufacturers who deal almost exclusively in 
jade jewelry items. Much of their jade comes 
from Burma by way of Hong Kong. The rough 
surmese jade is worked in Hong Kong and sent 
to the U. S. manufacturers by jade exporters. 

One of the newest sources of jade is Alaska, 
along the Kobuk River near Kotzebue Sound. 

Although nothing has come of it yet, Senator 
Scott has toyed with the idea of getting Japanese 
craftsmen to visit Alaska and teach the Eskimos 
how to carve jade. Scott feels that the Eskimos’ 
traditional skill in carving walrus tusks would 
readily lend itself to the art of jade work. Such 
an enterprise would also serve to bolster the 
Eskimo economy. 

In the meantime, Alaska jade is shipped to 
Oriental craftsmen. 


What Fools These Mortals Be 

Like almost everyone who collects rare art, 
Senator Scott has been “taken” on occasion. In 
fact, he observes wryly, “‘any collector who says 
he has never been fooled is fooling both himself 
and anyone who is fool enough to believe him.” 

He once bought a thin jade disk with a hole 
in the middle. It was covered with an intricate 
system of lines, and was said to be an astronomi- 
cal divination piece of the type used by ancient 
Chinese to compute their calendar and predict 
eclipses of the sun and moon. He was told that 
it dated from the 4th Century B. C. Later he found 
that it was soapstone, with a few imbedded jade 
particles, and had probably been made in Shang- 
hai in about 1910. Happily, the dealer from whom 
Scott had bought the piece reimbursed him—he 
had been fooled too. 

In 1947 Senator Scott bought a 12th Century 
jade vase in Peking. Believing it to be of inferior 
quality, he sold it soon after his return to the 
U.S. Ten years later, he saw an almost identical 
vase among the highly prized items in a museum. 
He has tried ever since to trace the whereabouts 
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of the vase, but so far has had no luck. 

Scott knows a fellow-collector who turned a 
hoax into a rather amusing conversation piece. 
He bought a jade horse, believing it to be very 
rare. He later found that it had been made in 
San Francisco in about 1910. (A good year for 
fakes, apparently.) Taking it all in stride, the 
collector affixed a plaque to the horse. It reads: 
“Chinese Horse—San Francisco Dynasty, 1910.” 

When talking about unpleasant experiences that 
he and other collectors have had when buying 
jade, Scott hastens to add that it is very difficult 
to judge the age of a jade carving. The most 
common method is to compare the craftsmanship 
with pieces found in tombs whose date can be 
pinpointed. Chemical and spectograph tests are 
also used. Without a scientific test, it is often 
easy to be fooled about the age of jade. The 
Chinese have been known to make a jade carving, 
bury it in the ground for a few years to give it 
the look of age, then dig it up and sell it as an 
antique. But old jade has a smooth feel about 
it that modern craftsmen find almost impossible 
to duplicate, and an old jade piece will usually 
show signs of wear that cannot easily be faked. 

Scott has many opportunities to compare the 
pieces in his collection with other jade carvings. 
He says that there are probably more jade col- 
lectors in Washington, D. C., than in any other 
city in the country. To account for this, he points 
out that Washington is the home of many military 
and foreign service personnel who have been to 
the Orient and fallen under the spell of jade. 


Lucky Dragon 

To the ancient Chinese, jade had many mystical 
and symbolical meanings. It was said to form a 
link between this world and the realms beyond, 
and jade carvings were often placed on the bodies 
of the dead for burial. It was carved in China 
as long ago as 3000 B. C., and Confucius, who is 
by no means considered a modern, said that “in 
ancient times men found the likeness of all ex- 
cellent qualities in jade.” 

Many of the small pieces in Senator Scott’s 
collection reflect this veneration. They are “rub- 
bing pieces’—good luck charms that the Chinese 
used to carry about with them to insure good 
fortune and protection against evil. Constant 
handling of these small carvings has worn many 
of them almost smooth. 

Although he doubts that such talismans have 
any real influence over events, Scott sometimes 
carries one himself. It is carved of white jade, 
and represents a mythological, dog-like dragon. 

So if you ever see Senator Scott, watch his 
hand. If he reaches into his pocket, chances are 
he’s looking for his rubbing piece. Zee 
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GELLMAN-TYPE SALES 
(continued from page 49) 


tribute catalogues. Many manufacturers supply 
standard size catalogue pages in color without 
charge, or for a low charge, for incorporation in 
your own catalogue. Such individualized cata- 
logues can be produced for little more than the 
binding expense. Of course, many stores sell from 
the regular catalogues supplied to them by the 
manufacturers. 

Initially, your wholesale department may not 
require full-time sales personnel. Many jewelry 
wholesalers and manufacturers employ only part- 
time sales personnel. This is an established trade 
practice that you may wish to consider. 

Certain aspects of your combination whole- 
sale and retail business may fall under the pur- 
view of the laws administered by the Federal 
Trade Commission. This is most probable in the 
area involving the use of the terms ‘“‘wholesaler”’ 
and “‘wholesale prices.”’ 

For example, if the prices you charge your 
wholesale customers are the same prices as those 
you charge your retail customers, or vice versa, 
such prices are in fact your prices at retail re- 
gardless of how low they may be. You cannot, 
then, represent them as your wholesale prices; 
nor under these circumstances, can you properly 
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represent yourself as a wholesaler. 

However, if the prices you charge in the above 
example are essentially the same prices usually 
charged by wholesalers you can represent them 
as “‘wholesale prices.” To assist you in the problem 
of pricing practices you may wish to secure copies 
of the Federal Trade Commission’s Guides 
Against Deceptive Pricing and Guides Against 
Bait Advertising. These can be obtained by writ- 
ing to the Federal Trade Commission, Washing- 
ton 25, D. C. 

In establishing a wholesale department for 
Gellman-type sales, it is not necessary that you 
use the word “wholesale” in the title. You may 
prefer to use such titles as “Commercial Depart- 
ment” or “Industrial Sales Division.” 

It is not necessary for your wholesale depart- 
ment to make sales for resale to be properly qual- 
ified as a wholesale department. All Gellman-type 
sales are wholesale sales. 


Exemption Certificate 

Because responsibility for the excise tax rests 
on the seller, you must exercise good judgment in 
making tax free sales. As a precautionary meas- 
ure it may be useful to secure an “exemption 
certificate” on tax free Gellman-type sales. Such 
a certificate does not entirely relieve you of re- 
sponsibility but it would indicate your sincerity. 


...a beautiful new line 


of Contemporary Crosses 


Crenene shown actual tize. Here in a single, superbly designed showcase display unit 
are eight of the items in the exclusive, new Contemporary 
Cross line by Griffith. Each of these exquisitely crafted 
crosses is attractively mounted with matching chain in its 
own white gift box. Compact triptych display holds 8 pre- 
packed crosses in a minimum of counter space. 


ALL PRICES 
KEYSTONE 


“(7~ R.L. Griffith Co. (I) lrons & Russell Company 
14 Third Street, Providence 6, R. I. 


Fraternal Jewelry * Fine Jeweiry © Religious Jewelry 


Assortment No. 32/124 (16* Sterling Silver Crosses) .... $62.50 
Assortment No. 32/125 (16* 1/20-12K GF Crosses) $68.50 
Assortment No. 32/126 (8 10K Crosses) .... $78.75 


*One extra of each cross — boxed for easy replacement in display. Exclusively Through Wholesalers 
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The Internal Revenue Service does not require 
such a certificate from wholesalers and has not 
approved one, but if you wish to use an exemption 
certificate the following sample may assist you 
as a guide in preparing one. 


Exemption Certificate 


The undersigned certifies that he is 


(purchasing organization) 
that he is authorized to execute this certificate ; 
and that the articles specified in the accompany- 
ing order or on the reverse side hereof are pur- 
chased from for the ex- 

(seller) 
clusive use of the said purchasing organization 
for the purpose of (see note *1). 

That the undersigned understands that he must 
be prepared to establish by competent evidence 
that the articles were purchased for the purpose 
stated. 

It is also understood that the fraudulent use 
of this certificate to secure tax exemption will 
subject the undersigned and all guilty parties to 
penalties as provided by law. 





Once you have planned and set up the frame- 
work of your wholesale department it would seem 
prudent to secure an Internal Revenue Service 
ruling on its status. This can be accomplished by 
application to your District Director of Internal 
Revenue, giving all details of your operation. It 
is much better to take all precautions at the start 
than to risk a later finding, after engaging in 
business, that you do not have a properly consti- 
tuted wholesale department and that you are not 
eligible to make tax free sales. Zea 


Note *1: Insert here the purposes for which the articles are 
purchased, such as, “awards to employees,” “door 
prizes,” “premiums to be given with the sale of other 
products,” ete. 


IDEAS THAT PAY 


SURPRISE! The odd, the off-beat and the 
unexpected in gift items have been used to 
great advantage as traffic pullers by Daynes 
Jewelry Co., Salt Lake City, Utah. 

Robert Daynes has developed a program of 
shopper stoppers” to catch the attention of 
passersby and to bring them into the store. 

Every day he features some “special,” high- 
lights it in the windows, in newspaper adver- 
tising and in spot displays throughout the 
store. 


+e 


Stress is on items rarely sold in jewelry 
stores, such as a tiny ceramic hot dog broiler, 
a miniature pistol that is combination mag- 








(Exclusive U. S. and Canadian Distributors) 





cadman MANUFACTURING COMPANY 


2038 N. Telegraph Road 
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WATCHBANDS FOR PROFIT 
AND GOOD WILL 


Full mark-up “Expandros" are sold at 
suggested retail prices. Kiefer patents 
protect you against cheap imitations. 
Stainless steel $3.95 to $6.95 RGP and 
GF $5.95 to $11.95. Available through 
selected wholesalers. 

(Patent Nos.—2,561,381 and 2,651,909) 


Dearborn 7, Michigan 
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nifying glass and cigaret lighter, or an un- 
usual sterling calendar. 

To qualify as a “shopper stopper” the item 
must be unusual enough to shock or surprise About the June Designer 
and it must be a thoroughly worthwhile gift 
possibility. Although he has worked in several fields, 
the creator of this month’s jewelry designs 
on page 60 is more at home when express- 
ing himself through the medium of dynamic 
@ Show Biz: Take a chance! Win a prize! and rhythmic patterns in fine jewelry. He 
Try your luck! is Sol P. Kaufman, | 

The gambling instinct, deep rooted in most whose association with 
of us, was cleverly exploited to put extra zip the fine jewelry indus- 
into a sale by Fred Cohan, manager of Zale’s 
downtown store in Denver, a few months 
ago. 


try spans a period of 
more than 30 years. 


A colorful carnival “wheel of fortune,” Early in his career, Mr. 
three feet in diameter and numbered 1 to 25, Kaufman launched Gem 
was installed on the wall behind the cash Creations, a jewelry de- 
register. sign service which oth- 

To “play the wheel” a customer would ers continue for the trade. His artistic 
have to make a purchase, his sales slip being training includes study at the National 
the Te sesame to fun and games. Then he Academy of Design and Cooper Union. In 
could pick a number from 1 to 25, and a > . Ww clad ae a oa 
clerk would sola the whael. recent years, Mr. Kaufman s interests have 

Customers whose number came up were broadened and led him into such fields as 
given prizes from a long list of merchandise, costume jewelry, watches, watch attach- 
including sugar and creamer sets, flatware, ments and cosmetics. But no matter where 
and small appliances. Each prize had a num- his talents take him. He maintains that 
ber corresponding with one on the wheel. “Platinum jewelry is still my first love.” 

According to manager Cohan, the wheel ad- 
vertised in the local papers, stepped up sales 
tempo well above normal. 














WE'RE PROVING THAT 


BUSINESS ‘ | BLUE RIBBON DOG MOTEL _| 


SCUNG tp a 
Big business rs ) , ye a . s : : 
from the {Ht an a OE a 7 © rs b Mid Sd a 2 oo 








World's 
Largest 


Collection : 
of 14 Karat Mt | | 
Gold dog : 
charms. ‘ 


Over /0 breeds available. 
Traffic-stopping Dog Motel 
display adds excitement to 
windows, brings business 
into the store. Successfully 
tested in some of the coun- 
try’s finest department and 
jewelry stores. An irresist- 
ible year-round business 
producer. Retail price range 
$8.50 to $90.00. 


Available to a limited number of selected retailers. Inquiries invited. Showings by appointment at our showrooms. 








Char!son Corporation New York: 745 Fifth Avenue, PL 2-4133/Los Angeles: AX 3-7184/ Chicago: CE 6-2896 ® Charison Corp. 
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TABLE TOP FASHIONS 


Light and dark grays are fashioned in a feath- 
ery motif to create border design for “Valmont,” 
new pattern on the Torse shape. Retail for 5-piece 
place setting, $21.95. From Haviland & Co., 535 
Fifth Ave., New York. 


Highly successful as a gift for the bride or 
weekend hostess is elegantly packaged grapefruit 
set in Sandringham pattern. Imported 6 spoons 
and grapefruit carving knife rétail for $10. 
Viners of Sheffield, 362 Fifth Ave., New York. 


7 x 


The discreet use of rock crystal cutting in 
“Twilight” makes this new stemware so flexible 
it can be used with traditional or modern equally 
well. Retail is $3.75 each, including 7-inch plate. 
Fostoria Glass Co., Moundsville, W. Va. 


76 


Classic mist green scalloping encloses an ex- 
quisite shell design that in turn encompasses gold 
flowerets. Bands of 24K gold provide accents for 
new pattern “Meredith.” 5-piece place setting, 
$50. From Lenox, Inc., Trenton, N. J. 


“Vivienne,” in Chas. Ahrenfeldt French Lim- 
oges, has a spray of hand-retouched enamel 
flowers in natural colors on white, with scalloped 
embossing of Duchess shape in gold. 5-piece 
place setting, $19.50. Herman C. Kupper, 39 W. 
23 St., New York. 


Ne 


A swirling diagonal design of clear crystal 
against contrasting heavy opaque adds mobility 
to the French Lalique vase, called ‘“‘Narcisse.”’ 
The 11-inch imported vase retails for $121. From 
Jacques Jugeat, Inc., 225 Fifth Ave., New York. 
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grandmas 7 


doa 


lot of 
remembering!’ 


When you’re a grandmother, several things happen. First, you 
have a lot of younger relatives. Second, you have memories. 
And you get to be just a little proud about both. No wonder, 
then, that so many of these ladies are customers for Gibson 
products. The one above, for instance. In the last two months 
she’s bought a Wedding Record Book for a niece... a Gibson 
Baby Record Book for her daughter’s second child... a Gradu- 
ation Book for a grandchild...and even a Gibson gift for 
herself—an S.0.G. with P.I.P.* On each of these purchases, her 
dealer made a healthy, handsome profit. 


How about you? In case you don’t know just how complete the 
Gibson line is, send for product information today. It’s essential 
reading for greater profits! 


THE MOST COMPLETE LINE OF MEMORY 
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SELLING HINTS: Don’t say “Picture 
Album.”’ Do say ‘S.0.G. With P.I.P.’’ 
*(Silly Old Grandmother With Pictures In 
Purse.) Then, let her browse through your 
Gibson catalog. Be sure she sees our large 
selection of Anniversary Books. Any item 
you don’t stock can be quickly ordered by 
mail. 


Gibson Memory Books...don’t forget! 
iy 
THE 
CO & Ghibs 
| Ge SOM 


COMPANY 
NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue, New York City 
and The Dallas Trade Mart, Dallas, Texas 


BOOKS IN THE WORLD! 
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TABLE TOP FASHIONS 


Baroque fluting on coupé shape gives “Debon- 
air’s” traditional design a contemporary look. 
Formal gold edgeline adds formality to stark 
white pattern in Silhouette line. $14.95, 5-piece 
place setting. Syracuse China, Syracuse, N. Y. 


Pastel shades of green, pink, yellow and blue 
color “Ming Flowers” of Baronet china on Cathay 
shape. Innovation, too, is shape of new tea cup. 
d-piece place setting, $9.95. From Fisher, Bruce 
& Co., 219 Market St., Philadelphia. 


’anels of green and gold frame stylized leaves 
and flowers in new “Green Derby Panel.” A gold 
rim on the standard shape enhances the lavish- 
ness. Retail is $65 for 5-piece place setting. Royal 
Crown Derby, 362 Fifth Ave., New York. 





Spode Imperial Earthenware of pineapple em- 
bossing is from 18th century molds. Teapot cur- 
rently priced at $10.50; covered sugar at $8; 
cream at $4. Copeland & Thompson, 206 Fifth 
Ave., New York. 


The fluted border, a personal signature of Min- 
ton, comes with a fresh new floral in green and 
brown. Gold rim adds a rich accent to “Green- 
wich.” Retail for 5-piece place setting is $21.50. 
Meakin & Ridway, Inc., 11 E. 26th St., New York. 


Outstanding in line of antiques is oriental 
blue and white vase with cover, circa 1820, that 
measures 12 inches and can be used as a ginger 
mug. One of a pair that together retail at $140. 
Nanges Ltd., 25 Central Part West, New York. 
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Ccsorham Announces... 


FOR GORHAM 
RETAILERS 


z sis 5 
a4 
“oS 


“Dinner-for-Fight” Plan 


SAVE-BY-THE-SET PLAN 


Here is an uncomplicated and complete merchandising plan 
for larger unit sales of Gorham sterling silver. Based on the 
popular basic service-for-eight, the plan offers consumer 
savings of — $20.00 — $25.00 — $30.00 respectively, on sets 
of 8 four, five, or six piece place-settings. Savings remain the 
same regardless of pattern and an added feature allows sub- 
stitution of Iced Beverage Spoons for Cream Soup or Place 
Spoons in these sets. 


The introduction of this offer is timed to provide added sales 


for Gorham retailers during the peak bridal months of June, 
July, August and September. As a continuing program, it will 
be supported in all the future national advertising of Gorham, 
America’s leading advertiser of sterling, and retailers are 
being provided with strong selling aids in the form 
of ad mats, statement enclosures and display material. 


“Dinner- 


GORHAM STERLING — Si: 


Featured as part of 


AMERICA'S LEADING SILVERSMITHS SINCE 1831 this plan at a special price. 
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your customers 
harmony 

In 

table ware 


Purchasers of 
china, sterling and 
glass must know 
these basics 

of table decoration 


Gorham sterling, ‘‘Camelia’’ pattern; blue and white china 
by Wedgwood suggest the bride’s first dinner at home 


® NOTHING more thoroughly reveals personality 
than the table settings one plans for family and 
friends. 

Imagination, feeling for color and balance, style 
preferences—all are evident in the selection and 
arrangement of table appointments. 

Choice-making begins with sterling, because 
sterling is one of the long-treasured possessions. 
The pattern picked may make its first at-home 
appearance on a very special table for two. Years 
from now, the same pattern will probably grace 
an anniversary table. 

Such a life expectancy means just one thing: 
patterns must be selected with the greatest care 
and vision. The purchaser must ask herself such 
questions as: If this is right today, will it still 
be right tomorrow? Do I like this pattern in 
repetition? Am I essentially modern or tradi- 
tional? Why do I like this pattern? 

Some of this thinking has, of course, already 
been done by the artists and craftsmen who create 
designs and fashion silver. 


Once the sterling pattern has been decided on, 
(please turn to page 85) 
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The’ STORY behind Fostoria Giftware” 


helps you Sell tt ~ rare rosroria com GLass, FOR INSTANCE 
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OPENER: “You know, the originals were illegal. Seems FOLLOW-UP: ‘You may have seen this Fostoria Coin 
that they reproduced real coins. The law clamped Glass ad in The New Yorker. It tells how Fostoria crafts- 
down, destroyed the molds. Now the only original pieces men have recaptured the charm of the originals in this 
you'll find are in museums or a few private collections.” new Coin Glass with the antique flavor of simulated coins.” 





Fostoria Giftware 
has the STORY line 


that gives you something to talk about 
to customers... gives customers some- 
thing to talk about to friends. And each 
story has the happiest ending possible: 
more sales for you. Ask your Fostoria 
Representative to show you all the 
items in our “story line” of giftware. 
Fostoria Glass Co., Moundsville, W. Va. 


Fine Crystal with Fashion Flair 
... made by hand in America 


° 
frostoria 
CLOSER: “This tag tells the Coin Glass story. Coin 
Glass is a wonderful conversation starter. Your friends 
will be interested in the story behind it. And we have a 
wide choice of pieces in crystal, amber or blue.” 
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COMPUTING 
STATE 
AND 
LOCAL 
SALES 
TAXES 
IS 
TOUGH 


Divide the FTI price by 1/11th; 
subtract that 1/llth from the 
FTI price; then multiply that 
figure by 
1%, 1.5%, 2%, 2.5%, 3%, 3.5%, 
or 4% 

for the state or loeal tax! 


BUT IT'S NO TROUBLE AT ALL 
WITH JC-K TAX TABLES! 


These quick reference charts 
show state and local taxes for 
all commonly used FTI prices, 
between $1.00 and $100.00. 
(Example: What’s the 3.5% state 
tax on an item selling for $24.75 
FTI? Answer: 79¢.) 


Wouldn’t these tax tables help 
your salespeople? Printed clear- 
ly on one side of glossy stock, 
they are available at $1 per set 
of four sheets from 








JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets 
Philadelphia 39, Pa. 


Write for your set today! 
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by Jerry Gewirtz 
JC-K Fashions and Gifts Editor 


Small Gifts Can Sell Big 
If You Display Them Right 


@ MORE AND MORE china and glass companies 
have been adding small gift items to their lines. 

Fine dinnerware patterns inspire motifs on 
cigarette holder ashtray ensembles; stemware 
has lighters that complement a favored motif; 
teak trays have matching coasters and cocktail 
accessories fabricated in the finest wood. 

Many of these are made with the parent pat- 
tern in mind. Others are fashioned only with an 
eye to the gift-giver who wants to find something 
of value within a given price range. 

Retail jewelers generally display these items 
in and around the china and glass section, but 
with little attention to a single compelling display 
of them. 

With summer here, it seems most suitable to 
bring together some of these very attractive units 
and arrange them in key traffic areas so they win 
attention and sales. For, as we mentioned last 
month, weekend gifts to the hostess will be fast- 
moving in the months to come. 

Customers who frequent department stores are 
constantly reminded of any one of a variety of 
gifts of this type. There are small boutique carts 
that have colorful soap packages that sell for $3, 
$5 and $10. Candies come in attractive and novel 
combinations. We know of one—one given so 
often it’s become the symbol of the holiday— 
which has three tins of candy wrapped together 
like a Fourth of July candle. Cost? About $6.95. 

What an endless variety of fine gifts the 
jeweler has that falls into this popular price 
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grouping. There is literally no end to the pos- 
sible gift suggestions a sales person could make 
from the china, glass and silver departments. 


Grouping Makes the Difference 

But—much of this merchandise that could be 
so excitingly displayed as gifts for $5 or under 
$10 is so intermixed with other things that even 
the most astute clerk tends to forget about it. 
Certainly, the browsing customer will not take 
the time to make a mental inventory of what she 
has seen throughout the store that fits into her 
budget and that also satisfies her taste. 

It seems naive to remind the jeweler that if he 
really wants this business, he must reorganize 
his thinking as well as his showcase arrange- 
ments. 

Why not a special section for summer gifts? 

What about an imprinted card that reminds 
the customer that here is a table full of “Gifts 
for the Hostess—All Under $10.” 

Why not a boutique without walls, perhaps 
only a cart, that holds attractive little items? 

The customer herself, especially the two-home 
owner who has a summer house, is always on the 
look-out for the attractive accessory that sim- 
plifies summer entertaining and living. 

Casual means comfortable, and many of these 
low-priced quality items are functional as well 
as attractive. Colorful ceramic corn holders dress 
up a summer table; covered milk glass butter 
holders are a conversation piece ... there are so 
many ways of moving this kind of merchandise. 

We know of one small shop where the entire 
center aisle is given over to a long table with 
three tiers. The top one has a selection of wood 
serving pieces for outdoor summer entertaining. 
China is placed on the second level and glass and 
metal on the third. This dealer has developed a 
huge following for summer gifts and has special 
wrappings for the casual house gift. 

There’s split-level merchandising for the urban 
as well as the suburban shop. City folks have 
summer homes, or visit friends that do. The 
jeweler who encourages a loyal following for the 
special, not-too-costly-but-something-nice pur- 
chase, will find he has a much larger following 
for the big sale. 


CTIVITY at 362: The offices at 362 Fifth Ave- 
A nue, under the aegis of W. P. C. Adams, are 
now sales headquarters for Royal Crown Derby 
china, Viners of Sheffield silverplate, sterling and 
pewter (Fine China Associates) as well as for 
Castleton China. 

Increased promotion and activity for all three 
companies has been announced, and Castleton 
China, which shows the company’s 16 patterns in 
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THE P FINE ENGLISH 


DINNERWARE I Gethelesameuelsa-eJebhelelseBinesen 


overseas take less time than you’d expect. Simply 
make them sizable enough to warrant direct 
factory shipment. and save. 


le distributors: COPELAND & THOMPSON. INC., 206 FIFTH AVE.. N.¥.10 














& 
erman Ruse “One of Europe's Finest” 
] > FRANCONIA CHINA 


Save 2a 
tewanr 


“TOSCANA” — True Design, True Blue- 
and Olive! A Renaissance design that has 





color combination: Blue and Olive, on white 
translucent china. 5 pc Place Setting: $13.95 
retail (slightly higher South & West). 


t withstood the test of ages, in today’s leading 
e 


To be advertised in Bride’s, Autumn. on sale 
July 15. 


upper, inc. 39 W.23rd st., new york10,n. y. 
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How to play 
on everybody’s 
heart strings 


% 


—and their 


purse strings. 


Castleton is coming—16 classic patterns that make sweet music. 
And salesmen, to make service hum. And advertising (full page, 
4-color in Bride’s Magazine) that sings. It’s coming. Watch for 


tine CAST LET ON, econ 


..@ joy to live with 
362 Fifth Avenue, New York 1, N. Y. « WI 77-4496 


INDIVIDUAL 


pEXTRA COST 


CHOOSE FROM / ATTRACTIVE 
PATTERNS AND FINISHES 


PLUS COPPER, GOLD, SILVER 
AND SPECIAL COLORS TOO 


Widest selection in folding giftware boxes... 
over 100 sizes. 
"-@ Expansion style means you stock fewer sizes. 
@ Free imprinting of your store name or insignia. 
@ 10% plus 5% discounts-liberal freight allowances. 


Write for FREE catalog. 


«Git Box Corgan of mai 


Suite 1229L 225 Fifth Ave., N. Y. 10, N. Y. 





i 
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a four-color ad in this summer’s Bride’s Maga- 
zine, will soon announce new patterns in the line. 


EDGWOOD EXEC HERE: The Hon. Josiah Wedg- 
W wood chairman of the board of Josiah 
Wedgwood & Sons, Ltd., and the American firm, 
visited the New York office April 17 through 
April 30 to head up the stockholders’ annual 
meeting of the American company. 


ORCESTER NAMES JUDGES: Judges for the 

Royal Worcester Sell-and-Tell Contest have 
been announced by Raymond W. Zrike, vice presi- 
dent of the company. They are Darwin Neu- 
meister, executive vice president of Black, Starr 
and Gorham; George Watts, vice president of 
George Watts and Son, Milwaukee; and Edna 
Weathers, director of merchandising for The 
Bride’s Magazine. 

The contest ends in July when judges will pick 
the grand prize winner who will receive a two- 
week, all-expense paid trip to England plus a 
weekend in Paris. 


EW REP: Verity Southall, Ltd., pepper mill 
N makers in Laguna Beach, Calif., has an- 
nounced that Vincent Lippe Corp. at 225 Fifth 
Ave., New York, will be eastern representative. 


OULTON REVIEWS YEAR: The first issue of the 

Royal Doulton Review, published in England, 
covers the activities and achievements of the 
company during the past year. 


RETT FALL SHOWS: New Orleans Gift & Jew- 
B elry Show, July 23-26 at the Roosevelt Hotel, 
New Orleans; Memphis Gift, Jewelry, China, 
Glass, Aug. 3-9 at Memphis’ Ellis Auditorium; 
Minneapolis China, Glass, Gift, Aug. 27-30, Rad- 
isson Hotel, Minneapolis; Miami Show, Sept. 3-6 
at Miami Bayfront Auditorium. 


ROQUOIS INCENTIVE PLAN: An incentive plan to 
I stimulate sales for both the manufacturer as 
well as the retailer has been initiated by the 
Iroquois China Co., Syracuse, N. Y. Known as 
the 2-3-4 Incentive Plan, it calls for a percentage 
credit to be given to those stores whose 1961 
sales volume of Iroquois china, as reflected in 
purchase orders to the factory, increased over 
1960. 

The program offers a 2 per cent credit for a 
20 per cent increase; 3 per cent for a 30 per cent 
rise; 4 per cent for a 40 per cent. Credits to be 
issued around the first of 1962 may be used 
toward future purchases, as incentive for sales- 
people, for store advertising and promotion, for 
improving the store’s mark-up and _ profit 
picture. Zee 
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HARMONY IN TABLEWARE 
(continued from page 80) 


the customer moves into the china and glass de- 
partments. Here, in addition to shape and de- 
sign, color becomes a dominant factor. As in 
sterling, each china and glass pattern may look 
completely different, but from an artistic point 
of view, all major table appointments can be 
divided into basic design groups. 

Plain patterns are simple designs which gain 
beauty primarily from line and form. Decorated 
patterns move up one step in degree of decorative 
ornament. Emphasis is on shape and line, but a 
decorative detail or motif is added to strengthen 
the line. 

Highly decorated patterns increase in ornamen- 
tation. Plain surfaces begin to disappear as deco- 
ration covers larger areas. Finally, elaborate pat- 
terns emphasize rich, sometimes lavish decoration 
which steals the show from shape and line. 

Not only degree of decoration, but character 
of decorative ornament must be considered before 
one can successfully harmonize purchases of 
sterling, china and glass. Some designs are gay 
and lighthearted; some are truly feminine; others 
are bold and masculine. 


Rules of Thumb 


Safe rules to follow in table decoration are: 

Use plain with plain. This is a safe and sure 
combination. Let color introduce a dramatic note 
to relieve the austerity that may exist when there 
is no softening touch of decoration. 

Next, include one plain element into an elabo- 
rate setting. Too much pattern is confusing and 
disturbing. If silver and glass are decorated or 
elaborate, a plain plate gives a setting added 
charm and supplies the essential note of simplic- 
ity. 

Mood is important. Designs and patterns in 
the same mood go best together. A formal sterling 
needs matching formality in china and stemware. 
Sometimes it is difficult to label a pattern ‘“‘for- 
mal’ or “informal.” Many are in between and 
become more elegant or more homey, depending 
on the other elements in the setting. 

When a sterling design is delicate, don’t over- 
power it with bold patterns in china and glass. 
Size and daintiness in patterns should always be 
in harmony. 

Repetition of design motifs may be excellent, 
but it shouldn’t be overdone. Too much of the 
same grows monotonous. 

Finally, always play up a dominant sterling 
pattern when silver has a beautifully strong motif 
which merits attention. 

Degree of decoration and mood of motif are 
more important guides to harmony than is period 
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in Figurines— ‘‘Elegance”’ 


NEW 
in English Translucent China— 
‘Rose Elegans’”’ 


“Cotillion”’ 


in Character Jugs—“Old Salt” 


Tempt and persuade your customers with our exciting 
collection of new creations for 1961. The name Royal 
Doulton will bring you profit opportunities difficult to 
match. Why try? x 


Royal Doulton 


Doulton and Co., Inc., 11 E. 26th St., New York 10, 


=~ 
eB 
N.Y. 
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BRIGHTEN YOUR 
SALES PICTURE 


PACIFIC Z 


SILVERCLOTH! 


Make extra sales with no extra effort! 
What could be more natural than to sell 
Pacific Silvercloth when you sell silver? 
Pacific Silvercloth is pre-sold to your custom- 
ers, thanks to Pacific’s continuous national 
advertising program. They know Pacific 
Silvercloth provides positive protection 
against tarnishing...that tiny particles of 
silver are embedded in Pacific Silvercloth to 
trap the gases that dull precious silver. And 

they want it! 
Sell Pacific Silvercloth in wraps, rolls, 
bags, chests and by-the-yard! And use it 


yourself to keep the silver in your shop — 


shining, too! 


WAMSUTTA/PACIFIC INDUSTRIAL FABRICS 
1430 Broadway, New York 18, N.Y. 








of style. It is smart and effective to use all tradi- 
tional or all modern table appointments, but it is 
equally good to mix the new with the old, keeping 
in mind all the other rules of coordination. 

Like the scenery on a stage, background ma- 
terials are an essential part of table arrange- 
ments. Texture is the first point to consider be- 
cause it helps to determine the mood of the table 
setting. For casual tables, pick the heavier, 
rougher weaves, or sometimes just the wood it- 
self. As tables grow more elegant, move into 
smoother, finer textures such as damasks. 

The entire color scheme is usually determined 
by the background, which should harmonize with 
the china, possibly through use of a color from 
the plate. Blues of every kind do the most to en- 
hance the beauty of sterling. Deep jewel tones 
such as emerald and burgandy are dramatic 
standouts. Dainty pastels are feminine, warm 
nature tones are homey, neutrals are dignified. 

Background pattern helps to build the charac- 
ter of a table setting. A gay checkered table- 
cloth is casual and easy-going. A floral pattern 
has a bright and happy air. Provincial designs 
or stripes are often amusing. When the _ back- 
ground is patterned, plain china and glass are 
best. Silver goes with everything. 

To give that finishing touch to a table setting, 
add decorative accessories such as flowers, fig- 
urines, or candlesticks. Centerpieces should be in 
proportion to the table. On a bridge table, for 
example, a tiny bud vase with a single rose deco- 
rates without crowding. But on a formal dinner- 
for-eight table, a more sizeable arrangement is 
called for. It should be low enough not to inter- 
rupt conversation. For the centerpiece, select in- 
teresting containers such as silver bowls, trays, 
even pitchers which add a gleam to a setting. 

Candlesticks and candelabras are often part of 
a centerpiece. For simple tables, candlesticks are 
best. For elegant tables, use three or five-light sil- 
ver candelabras, but watch proportions carefully. 

Nut cups, bowls, and trays in every shape and 
size head the list of decorative accessories. The 
bigger pieces are excellent for fruit and flower 
arrangements. Smaller trays dress the buffet table 
and are ideal for sandwiches, cookies, etc. 

The following points are important: 

1. Simplicity—every setting needs to be com- 
pletely adequate for the meal planned, with no 
unnecessary accessories. 

2. Color styling—not more than two colors 
should dominate a setting, and these should be 
chosen to display silver, china and glass at their 
very best. i es 

Condensed from a new booklet by the Gorham 
Company, designed as an aid in coordinating 
table settings. 
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Brieily 


OKLAHOMA AND OHIO FAIR TRADE LAWS HAVE BEEN STRUCK DOWN by court rulings within a 


PEEP AT 


few days of each other. The Oklahoma act went out the window after Revlon 
and the makers of Anacin sought an injunction against The American Mutual 
Co., an Oklahoma City discount house, for selling their products below man- 
ufacturer-Set prices. 


INSTEAD OF THE INJUNCTION, district court ruled the act unconstitutional. 





Both manufacturers appealed, but state Supreme court upheld the ruling and 
in a unanimous decision declared the act a mere "price fixing scheme." The 
American Mutual Co. sells diamonds, watches in many price ranges, and many 
other jewelry items. 


THE OHIO ACT WAS HELD UNCONSTITUTI®NAL in three court rulings after Bulova 


Watch Co., Corning Glass Works and Rubbermaid, Inc., filed suit against On- 
tario Store, Columbus, for breaking price contracts. 





TAX PICTURE THROUGH JEWELER'S LOUPZ: If Congress adopts President Kennedy's 
tax program as iS--and it's doubtful--jewelers can look for a tax credit for 
earnings reinvested in new plant and equipment, store modernization and ex- 
pansion. Tax credits up to 15 per cent of the amount of such investments 
exceeding current depreciation allowances would be permitted. For invest- 
ments of between 50 and 100 per cent of depreciation allowance, 6 per cent 
could be deducted. Total credits would be limited to 30 per cent of annual 
taxes. 


SOME HOPE EXISTS THAT THE CREDIT PLAN MAY BE EXPANDED to allow deductions 
for reinvestment in inventory build-up and accounts receivable, as well as 
expansion of income producing equipment. 





PRESIDENT KENNEDY HAS APPROVED A MEASURE to put use and sales taxes under 
CongresSional scrutiny next year. Final clarification of the limit of a 
State's power to impose taxes on out-of-state firms is sought. The bill re- 
Sulted from last year's Scripto case in which a distributor was assessed use 
taxes by one state on goods delivered from another state. 


SMALL BUSINESS FAILURES HAVE SPARKED MOVES to ease the tax load of small in- 
dependent merchants. Sen. Hubert Humphrey, Dem.-Minn., has introduced a bill 
to provide graduated income tax on corporations, allowing up to one-third 
tax reduction for firms earning less than $10,000. Bill would also protect 
rights of small business to sue for triple damage under anti-monopoly laws 
and would prohibit "loss leader" sales at less than delivered cost; it would 
authorize disaster loans for small businesses displaced by federal highway 
construction. 








JC-K'S NEW JEWELERS' DIRECTORY ISSUE WILL BE MAILED JUNE 20 to all JC=-K subscribers. 


Its 600 pages will contain more than 40,000 listings of products, services 
and suppliers’ names, addresses and telephone numbers. 


HOW COMPANIES ARE DOING=--Ronson Corp. President Louis V. Aronson II predicted 196l 


Ronson sales of $45.6 million, more than $5 million over last year's record 
$41,041,917. Profits this year will be $1.50 a Share, he said, compared with 
$1.29 a year ago .. . Eversharp Pen Co., a division of the Parker Pen Co., 
reported first quarter sales up 44 per cent over the same period a year ago, 
excluding sales abroad .. . Tiffany & Co. reported net income of $570,080 
for the year ended Jan. 3l, up from $531,288 a year ago .. . Zale Jewelry 
Co.'s net income for the fiscal year ended Mar. 3l was down about 10 per 
cent from the $3,088,866 recorded a year ago, Ben A. Lipshy, president, re- 
ported. Forty-three new Zale stores were opened during the last year. 


QUARTERLY EARNINGS REPORTED: Handy & Harman, $231,490, down from $301,983 in 
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Continued 


1960: International Silver, $398,146, up from $364,857 in 1960; Smith-Corona 
Marchant, $121,821, against a net loss of $426,471 a year ago. 


U.S. TIME CORP. WANTS A BIG SHARE OF EUROPE'S WATCH MARKET. By 1970, predicts Presi- 
dent Joakim Lehmkuhl, Timex will sell one out of every three watches in 
Europe. Timex will build a $1.5 million plant at Besancon, France, near the 
Swiss border. This factory and two in Germany will enjoy tariff advantages 
in the European Common Market which the Swiss will not have; Switzerland is 
not a member of the Common Market. 


TIMEX GOAL IN THE U.S. IS 50 PER CENT OF THE WATCH MARKET, Newsweek maga- 
zine declared, in an interview with Lehmkuhl. "I've created 7000 jobs at 
U.S. Time," he was quoted. "I'm going to create a lot more .. . People 
Should have three watches, not one." 





NEW TRADE PRACTICE RULES FOR WATCH AND WATCH CASE INDUSTRIES will be discussed in 
New York on June 9, in terms of possible content. Federal Trade Commission 
Says it's high time such regulations were adopted. P. Irving Grinberg of 
Jewelers Vigilance Committee will chair the meeting. 


PRESENT FTC REGULATIONS FOR WATCHES, WATCH CASES ARE PIECEMEAL AND OUTDATED. 
They are limited to Trade Practice Rules for the Watch Case Industry, issued 
in 1947, and rules regarding the terms "shockproof," “waterproof,” "non- 
magnetic" and the like, issued in 1948. 





FTC HAS APPROVED A CHANGE IN THE STAMPING LAW, REQUIRING THAT a trade-mark accompany 
the quality mark on gold and silver jewelry. When Justice, Commerce and 
State Departments approve the bill, it will be sent to the Bureau of the 
Budget for clearance. Next step: hearings before House or Senate Interstate 
and Foreign Commerce committee. 


JEWELERS LOCATED ALONG TOURIST ROUTES CAN EXPECT a pick-up in sales when the Depart- 
ment of Commerce's new travel service moves into high gear. Idea is to pro- 
mote interest in travel in the U.S., and to make it aS easy as possible for 
foreign tourists to make the trip. Secretary of Commerce Luther Hodges 
Started the ball rolling with a whirlwind European tour to talk up U.S. 
tourism. 


CUTLERY MANUFACTURERS SAY THEY WON'T LOWER PRICES because of the 10 per cent price 
cut on type 410 stainless steel by four major metals producers. Type 410 
Stainless is "SubsStantially" used in cutlery, several manufacturers Say. 
Many cutlery makers echoed the position of W. R. Case & Son, Bradford, Pa., 
which was that manufacturers had held prices stable despite rising produc- 
tion costs and that the reduced cost on 410 stainless would not be reflected 
in future cutlery prices. 


DE BEERS CONSOLIDATED MINES WILL PRODUCE MAN-MADE DIAMONDS this year on a commercial 
scale. DeBeers chairman Harry Oppenheimer said the reaSon was "as a protec- 
tion against the possibility of interference with regular production in the 
Congo." Kasai Province in the strife-torn Congo produces most of the world's 
natural industrial diamonds. Oppenheimer said "We believe the market can be 
expanded to absorb large quantities (of synthetic diamonds) in addition to 
natural production." 


GREAT BRITAIN JOINED THE LIST OF COUNTRIES PRODUCING artificial industrial 
diamonds early this year. The stones produced at the National Physical Labo- 
ratory near London were barely one-thousandth of an inch in diameter. They 
were a by-product of a wider reseach product, the British said. 





A SPECIAL WHITE HOUSE COMMITTEE ON SMALL BUSINESS was created by President Kennedy 
last month. Eleven top government officials from various departments were 
assigned to the committee, under the chairmanship of Small Business Adminis- 
trator John E. Horne. The President asked the group to come up with some new 
government programs to help small companies. He cited a 5 per cent annual 
growth rate for the economy as a goal. 
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You asked for it—and here it is! 1961 
HOLIDAY quality portable by Remington 


designed to se ae 


Now you can sell a name 





brand portable at a price 
competitive with machines 
nobody ever heard of! The 
1961 Holiday features: 1. 
exclusive Remington ‘‘wrap- 
around” design; 2. the pre- 
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cision of Remington’s 
trouble-free operating mech- 
anism (Open the protective 
top-cover and you'll see the 
high-quality, jewelry-perfect 
parts that have given Rem- 
ingtonitssuperbreputation); 
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low price for an outstanding 
machine that looks far more 























and sell and Sell for: 


expensive! Machine comes 
complete with carry-case 
top, touch-typing course and 
chart. Mail coupon or get in 
touch with a Rem- 
ington represen- 
tative for more 
exciting details! 








See eee eae ene 
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William P. Most, Advertising Manager 
Remington Portable Typewriter Division 
Sperry Rand Corp. 

315 Park Ave. South, New York 10, N.Y. 


Don’t waste any time! | want to know 
more about the easy profits | can make 
with your 1961 Holiday. 


niinbiemndnnnedl 


MY NAME 





ADDRESS 





CITY 
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Retail jewelers not likely to feel effects 
Of new minimum wage law until 1969 


Few retail jewelers will be af- 
fected 
minimum wage law 
month. 

But the long-term impact of the 


immediately by the new 


passed last 


legislation might well bring cost 
increase to even the smallest store 
owner. 

Washington’s control over local- 
ized businesses will be lightly felt 
at first. The law applies only to re- 
tail enterprises with annual gross 
sales of more than $1 million which 
$250,000 worth of 
wholesale goods originating in an- 


annually buy 


other state. Individual stores gross- 
ing less than $250,000 will be ex- 
empt, even if part of an over-all 
ehain grossing more than $1 mil- 
lion. 

Thus, an estimated 2.2 million 
of the nation’s 7.5 million retail 
workers will be brought under cov- 
erage. 

Beginning Sept. 5, the newly- 
covered workers must receive at 
least $1 per hour. 

Few of these 2.2 million retail 
employees work for jewelry stores. 
Of those that do, many are already 
earning more than the minimum. 

For example, Zale Jewelry Co., 
the nation’s largest jewelry chain, 
estimates that 80 of its more than 
190 stores will be brought under 
minimum wage coverage by the bill. 
However, only about 40 employees 
in these 80 stores are now earning 
less than $1 per hour. 

In another large chain, Kay Jew- 
elry Stores, Inc., the total number 
of persons immediately affected is 
estimated to be “less than a dozen.”’ 
These 
quired stores. 


Will increases granted to work- 


} a P . 
are empiovees ot recently ac- 


ers now earning less than $1 per 


hour necessitate raising salaries 


of other employees to maintain 
wage differentials? 

This does not appear likely—at 
least this vear. 


“Inasmuch as we have very few 


people in our units making less 
than $50 per week,” D. E. Hudson, 
Kay controller, said, ““we anticipate 
no significant increase in the over- 
all wage pattern in any of our 
stores as a result of the minimum 


wage law.’ 
Two “escalator” aspects of the 


law, however, are also significant. 
In 1964 the $1 minimum is in- 
creased to $1.15. The following year 
the hourly rate goes to $1.25. 

Perhaps more important, in 1963 
the law establishes a maximum 
work week of 44 hours. This be- 
comes 42 hours in 1964 and 40 
hours in 1965. For time worked 
over these maximum work weeks, 
payment of time-and-a-half is speci- 
fied. 

The Labor Department estimates 
that the increase in annual wages 
for all covered employees in 1965 
will be $1.5 billion. 

The owner of a small store not 
specifically covered by the law 
might have to raise the wages of 
his own employees by then to keep 
them from seeking a slice of this 
$1.5 billion pie from bigger retail- 
ers, both jewelers and others. 

Here are some other aspects of 
the new law with which employers 
should be familiar: 

Emplovees paid by commission 
will be exempt if commissions ex- 
ceed one-half of their wages and 
their total earnings average more 
than $1.50 per hour. They will be 
covered if commissions are less 
than one-half of total earnings. 

Executive or administrative em- 
man- 
agers, may spend up to 40 per cent 
of their time on non-administra- 
tive work and still be exempt from 
the law. 

Student and part-time employees 
may be paid a sub-minimum wage 
in occupations not ordinarily given 
to full-time workers. You will have 
to get a certificate from the Secre- 
tary of Labor permitting this. 


plovees, such as_ assistant 


HARRY D. HENSHEL 


Harry D. Henshel dies 
in New York at 70 


Col. Harry D. Henshel, 70, whose 
varied career covered the watch in- 
dustry, distinguished military serv- 
ice, amateur athletics and politics, 
died May 15 following a short ill- 
ness. 

Colonel Henshel joined the Bul- 
ova Watch Co. in 1918, serving in 
various executive positions until 
his retirement in 1955 as vice-pres- 
ident. Remaining a director, he had 
been vice-chairman of the company 
since 1958. His son, Harry B. 
Henshel, is Bulova president. 

Although failing to pass the 
physical examination for military 
service in World War I, Colonel! 
Henshel was commissioned a major 
in the Air Force in 1942. He left 
the service as a lieutenant colonel! 
after winning five campaign stars 
in the European theater of opera- 
ticns. He received the Bronze Star 
medal for his activities during the 
airborne supply of beseiged troops 
in Bastogne during the Battle of 
the Bulge. 

Colonel Henshel was active in 
the promotion of amateur athletics 
since 1911, when he was named 
chairman of the Metropolitan As- 
sociation AAU basketball commit- 
tee. He was a member of all U. S. 
Olympic basketball committees 
since basketball was added to the 
Olympic program. 

In the political arena, among 
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the several posts he held were the 
chairmanship of the finance com- 
mittee of the New York State 
Democratic Committee in 1949 and 
alternate delegate-at-large to the 
1960 Democratic National Conven- 
tion. 

Colonel Henshel was active in 
many New York and national Jew- 
ish and non-sectarian philanthro- 
pies, including the national board 
of governors of the USO. 

He was buried in Arlington Na- 
tional Cemetery in Arlington, Va. 


Credit service launched 
to prevent delinquency 


tetailers Acceptance Association, 
a new credit service for retail jew- 
has been organized in the 
nation- 


elers, 
Southwest with plans for 
wide expansion “as rapidly as pos- 
sible.” 

Backing the new venture are Ben 
Waldman, executive director of Tola 
Tumbleweeds, a jewelry salesman’s 
association; and Paul Fouts, south- 
western representative of the Sam- 
uel Platzer Co. 

RAA offers a low cost credit 
service designed to prevent the re- 
tail customer from becoming delin- 
quent. 


Arkansas RJA elects 
officers at Little Rock 


‘We have come a long way in the 
last two years; but there is still a 
long way to go,” John Stinson, out- 
going president, told the Arkansas 
Retail Jewelers Association at its 
annual convention Apr. 22-23. 

Stinson turned over the presi- 
dency to Louis Lane of Little Rock. 
John Parks, Jonesboro, Stanley 
Kahn, Pine Bluff, and Fletcher 
Smith, Conway, were elected vice- 
presidents. 


AMERICAN § 


QUET: Members of the ASIA meet for their annual ban- 
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STONE IMPORTERS ASSOCIATION BAN- quet 


Oppenheimer predicts good year for ‘61: 
DeBeers Mine, closed since ‘08, to reopen 


Increased purchases of diamonds 
in 1960 from Russia and Sierra 
Leone without a corresponding in- 
crease is total sales was a major 
factor causing a “substantial in- 
crease” in diamond stocks held by 
DeBeers Consolidated Mines Ltd. 

In explaining this situation in 
DeBeers annual report, Chairman 
Harry F. Oppenheimer said: 

“The Russian purchase repre- 
sents a new addition to the world 
production but the Sierra 
Leone purchases probably reflect a 
corresponding reduction in... dia- 
monds ... marketed through illicit 
channels. 

“While, therefore, our sales for 
the year must be regarded as satis- 
factory, the total purchase of newly 
mined diamonds ... | was] consid- 
erably less than in 1959... .” 

Oppenheimer said his organiza- 
tion sold diamonds worth 89.7 mil- 
lion pounds sterling last year, a 
drop of only 1.4 million from 1959. 
A decline of 1.8 million in sales of 
industrial stones offset a gain in 
sales of gem stones. 

He said sales for the first quar- 
ter of 1961 were a record 24.3 mil- 
lion pounds sterling ($68 million 
dollars). 

“While we cannot expect sales to 
continue at this exceptionally high 
level, the indications point to 1961 
being a good year.”’ 

The first quarter sales topped 
the previous high, the first quarter 
of 1959, when sales of 23.6 million 
pounds sterling were reached. 

Oppenheimer reported a decision 
to reopen the old De Beers Mine at 
Kimberley, which has been closed 
down since 1908. 

First recovery from the mine is 


7! 


expected within two and a half 
years. The mine should be in full 
production by 1966. 

“Production from the De Beers 
Mine,” Oppenheimer said, “will fill 
the gap caused by the falling off in 
the production from our other 
mines as they become deeper... .”’ 

Reopening of the old mine will 
keep production from Kimberley 
“at about its present level for 
many years to come,” he added. 

With the announcement of its 
first quarter sales, De Beers dlis- 
continued giving separate totals 
for gem and industrial sales. This 
was attributed to a revision in sell- 
ing procedure which has _ invali- 
dated any comparison between cur- 
rent and earlier sales of the two 
classes of stones. 

The record first quarter sales 
were achieved despite the fact that 
the Central Selling Organization 
did not handle diamond output from 
Ghana and Guinea. Governments 
of both countries recently estab- 
lished their own markets for dia- 
monds produced in their countries. 


Stone Importers elect 
Arnstein '61 president 


The American Stone Importers 
Association, meeting at their an- 
nual banquet Apr. 13, elected 
Walter Arnstein to serve as presi- 
dent for 1961-62 

Other officers elected at the 
affair at the Old Times Inn in 
New York were: Edward Letzler, 
vice-president; Lloyd Lassner, sec- 
retary-treasurer; and Max Duraf- 
fourg, George Heller, Edward 
Lembeck, C. Frederick Loch and 
Robert G. Wider, directors. 


; 


ath 


Apr. 13 at the Old Times Inn in New York. The 
organization elected its officers and directors for 1961-62. 
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THE GENERAL ELECTRIC COMPANY 
is proud to announce that the 


has been presented with 


broadcasting’s most distinguished honor... 


THE GEORGE FOSTER PEABODY AWARD 


for the outstanding 
television youth program for 1960 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


The Housewares Division and The Radio Receiver Department of the General Electric Company are proud to advertise 
CLOCKS « RADIOS « VACUUM CLEANERS ¢ FLOOR POLISHERS « IRONS « MIXERS ¢ SKILLETS ¢ CAN OPENERS © SHARPENERS « TOASTERS © ROTISSERIE BROILERS 
ON THE GENERAL ELECTRIC COLLEGE BOWL. CBS-TV—EVERY SUNDAY, 5:30-6 P.M.—EDST 
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Swiss stage a two-week spectacular 
to interest Boston in quality watches 


Debuted recently for the first 
time on the jewelry scene was a 
promotion devoted to one product 
in a single market area by one ad- 
vertiser. 

The product: watches; the mar- 
ket: greater Boston: the adver- 
tiser: The Watchmakers of Switz- 
erland; the period: Apr. 16 through 
29. 

Teaser ads whipped up advance 
interest, posing the question, ““‘What 
Makes Greater Boston Tick?” Sus- 
pense was broken with a two-page 
ad in the Sunday supplements on 
Apr. 16. The ad told that it was 
quality Swiss jeweled watches (and 
the jewelers who sell them) that 
make Boston tick, and announced 
a week-long treasure hunt contest 
with 50 $100 watches as prizes and 
a trip to Switzerland, plus $500, as 
grand prize. 

Sunday also inaugurated radio 
spots on two Boston stations. These 
promoted the treasure hunt, send- 
ing listeners to jewelry stores (the 
only source) to pick up special clue 
cards. The cards carried hints of 
where to look among Boston’s city 
and suburban landmarks for hidden 
plastic vials. Each red vial con- 
tained a certificate entitling the 
finder to select a free $100 watch 
of his choice at the jewelry store. 


Stores were later reimbursed by 


The Watchmakers of Switzerland 
for the watch awards. 

The “clues” seemed tough riddles 
to visiting non-Bostonians, but evi- 
dently made sense to _ residents. 
Here was one set: “1. On the Free- 
dom trail. 2. Market Place on the 
square. 3. Words, words, words.” 

From the 50 winners, a drawing 
the following week designated the 
Swiss trip winner. 

More than 185 Boston area re- 
tailers participated, with varying 
degrees of intensity, with tie-in 
ads, window displays and treasure 
hunt streamers. Some stores ex- 
hibited giant watch movements or 
timepiece collections furnished by 
watch companies, including The 
Watchmakers of Switzerland’s Cav- 
alcade of Time sets of ancient time 
keeping devices. 

No day went by without splashes 
of publicity. Stories on watch 
styles appeared in the _ fashion 
pages. The famed 200-year-old 
Jacquet-Droz automatons—three 
writing, drawing and music-playing 
mechanical marvels — made their 
first visit to the U. S. Thousands 
saw them on exhibit at the Museum 
of Science. 

Ambassador August R. 
Lindt presented a friendship award 
to Sheraton Hotel Corp. president 
Ernest Henderson at the New En- 


Swiss 


YOUNGSTER WINS TRIP TO SWITZERLAND: Receiving her two TWA tick- 
ets is Elizabeth Kelley, 9, who won grand prize in Watchmakers of Switzerland 
promotion. All other watch-winner contestants for the top award were adults. 
Boston’s deputy mayor L. Scagnoli presents the tickets, while looking on are 
Paul A. Tschudin, second from right, Watchmakers of Switzerland director. 


and Elizabeth’s parents. 
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SUPPORT FOR “TICK” PROM O- 
TION: Window display by Milligan’s 
Jewelry in suburban Brookline is ex- 
ample of jewelry store tie-in’ with 
Watchmakers of Switzerland’s “What 
Makes Greater Boston Tick?” ° 


gland World Trade Center. Each 
of these events received TV and 
dio coverage. 

Highlight in the second week was 
announcement of the trip-to- Switz- 
erland contest, drawn from the 50 
watch-winning contestants. Pres- 
entation in the office of 
mayor was made by Paul A. 
Tschudin, managing director of 
The Watchmakers of Switzerland. 

What were the effects of this 
first-of-its-kind merchandising 
drive? An immediate result was 
increased store traffic and larger 


,oston’s 


than usual sales of quality watches. 

A follow-up study will be made 
to find out how well the “What 
Makes Tick?” 
achieved its objectives. They were: 
interest 


Boston promotion 
To create mass public 
and awareness of quality Swiss 
watches in a concentrated market. 
To stimulate jewelry store traffic 
within that area. 

To increase long-range jewelry 
store sales of watches with Swiss 
17-jewel movements. 

To test the feasibility of such a 
coordinated industry undertaking. 
Will “What Makes Boston Tick?” 
provide a model for application 
elsewhere to benefit the jewelry in- 
dustry? The Watchmakers of 
Switzerland hope so. 


Gorham Corp. buys 
Graff, Washbourne, Dunn 


Furthering its program of di- 
versification, Gorham Corp. bought 
Graff, Washbourne & Dunn, silver- 
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smiths of Englewood, N. J., late 
in April. 

A manufacturer of fine silver- 
ware since 1768, Graff, Washbourne 
& Dunn is the nation’s largest pro- 
ducer of quality silver picture 
frames. Most of these frames will 
be added to the Gorham line im- 
mediately. 

Operations of the New Jersey 
firm are to be moved to Providence. 

Gorham shareholders voted April 
30 to change the name of the firm 
from Gorham Manufacturing Co. 
to Gorham Corporation. 

Wilbur H. Norton, president, said 
the new name more accurately de- 
scribes the present nature of the 
corporation, which no longer is en- 
tirely devoted to manufacturing. 
acquisitions, including 
Burns, electronic re- 
search and development firm of 
Needham, Mass., and the Eaton 
Paper Corp. of Pittsfield, Mass., 
have changed the nature of the 
corporate structure and the new, 


Recent 


Pickard & 


shorter name is more compatible 
with these new activities, he said. 

The 130-vear-old_ silversmiths 
firm has evolved from a two-man 
Island’s 
largest employs 
more than 2200 people and has an 
annual volume in excess of $30 
million. 

Two Gorham salesmen recently 
received the company’s top sales 
district 


shop into one of Rhode 
corporations. It 


contest awards at sales 
meetings. 

Karl R. Haas, district manager 
for the Mid-Atlantic states, was 
admitted to the firm’s Gold and 
Silver Star Club and awarded 
$1000 plus a diamond and gold tie 
clip for having the greatest per- 
centage increase in sales for the 
last half of 1960. 

Raymond H. Stephens, who rep- 
resents Gorham in the South, was 
runner up, receiving $500. 


Kay Jewelry president 
gets Brotherhood award 


Cecil D. Kaufmann, president of 
Kay Jewelry Stores, was presented 
the Brotherhood Award of the Na- 
tional Conference of Christians and 
Jews at a dinner May 3 at the Wal- 
dorf-Astoria, New York. 

More than 300 members of the 
Jewelry and Allied Industries were 
present. 
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KAUFMANN HONORED: Cecil D. 
Kaufmann, left, receives Brotherhood 
Award presented by Gustav H. Nie- 
meyer. 

General Omar N. Bradley, board 
chairman of Bulova Watch Co. and 
chairman of the event, paid tribute 
to Kaufmann. 

Kaufmann, he said, “holds to the 
notion that the business commu- 
nity is part of the general commu- 
nity and must accept community 
responsibilities. Moreover, he 
has demonstrated a boundless so- 
cial compassion linked with an in- 
clination to put this compassion to 
WORM... 

Harry J. Bromley, editor of 
National Jeweler, was toastmaster. 

Gustav H. Niemeyer of Handy & 
Harman made the presentation to 
Kaufmann, noting that the latter 
was founder and former president 
of the Jewelry Industry Council. 
“His was a happy choice,” Nie- 
meyer said; “he brought freshness 
and enthusiasm to the work of this 
trade association.” 


Beads are best sellers 
at United Jewelry Show 


The United Jewelry Show in 
Providence last month racked up 
an attendance of 1039, highest since 
May 1956 and up 150 over the 1960 
show. 

More than three quarters of ex- 
hibitors reported volume as good 
or better than a year ago. 

Forty-one per cent had an aver- 
age increase of 23.5 per cent over 
last year. 

A decrease in volume was re- 
ported by 22.4 per cent of exhibi- 
with the average reported 
decrease being 21.2 per cent. 


tors, 


Beads were the hottest sellers, 
with necklaces and pendants in 
second place and bracelets third. 

Preferred colors were gold, har- 
vest, red and brown in that order. 

The show’s executive committee 
confirmed the dates for the spring 
show as Oct. 27-Nov. 3 at the 
Sheraton Biltmore Hotel, Provi- 
dence. 


Costume Jewelers elect 
Harold Bass president 


Harold Bass of Ballet Jewels, 
Inc., New York, was elected presi- 
dent of the National Association 
of Costume Jewelers, Inc., at its 
annual meeting in Providence. 

The new slate of officers in- 
cludes: Otto Heitlinger, Mayfair 
Jewelry Co., vice-president; Fred 
Singer, Gloria Jewelry Co., secre- 
tary; and Alex Stern of Alex Stern 
Co., treasurer. All are New York 
firms. 

Retiring president, Arthur Levy 
of Idee of New York, was elected 
chairman of the board of directors. 


Silversmiths publish 
newsletter for retailers 


First issue of The Sterling Pace 
Setter, a quarterly four-page news- 
letter published by the Sterling 
Silversmiths of America, is cur- 
rently being distributed to retail 
jewelers. 

Contents include sales training, 
promotional ideas and news of ac- 
tivities of the Sterling Silversmiths 
of America. 

Some of the topic heads in Vol. 1, 
No. 1: Your Baby Sitter May Be 
Your Best Customer; Make Your 
Store Contest Headquarters; Hold 
a Rose Show for Local Garden 
Clubs. 


American investors seek 
diamonds in Brazil mine 


American investors are reacti- 
vating an old diamond mine in 
Brazil, the nation which produced 
most of the world’s diamonds be- 
fore the South African discoveries. 

Known as Diamonds of Brazil, 
Inc., the group of investors in- 
cludes Arnold Schiffman of Greens- 
boro, N. C., former president of the 
Retail Jewelers of America, Inc. 

Operations are under way in the 
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Brazilian state of Minas Gerais 
(general mines), once known as “a 
territory with chest of iron enclos- 
ing a heart of gold.” 

The firm’s expectations are based 
on an article published 40 years 
ago by a South African mining en- 
gineer on the Boa Vista mine in 
Minas Gerais, and on a recent sur- 
vey of that mine. The latter was 
prepared by Dr. Amador Perreira 
Barbosa, its technical director. 


Alabama RJA elects 
Dwight Raff president 


Heralding “a New Frontier for 
retail jewelers” on their convention 
booklet cover, more than 200 mem- 
bers and guests of the Alabama Re- 
tail Jewelers Association met in 
Birmingham April 16-17. 

Dwight Raff of Raff’s Jewelers, 
Talladega, was elected president. 
Rounding out the slate of new offi- 
cers are: Lamar Ware, Auburn, 
first vice-president; William Spidle, 
Birmingham, second vice-president; 
James L. Hasty, Albertville, secre- 
tary; and Frank H. Bromberg, Jr., 
Birmingham, treasurer. 

The guests heard speeches by 
Arnold Schiffman, past president 
of the Retail Jewelers of America; 
Melvin S. Cohen, president of the 
National Wholesale Jewelers Asso- 
ciation; Thomas J. Jenkins of the 
FBI; and Owens Sims, a CPA. 

A highlight of the program was 


a symposium on “A Composite of 
the Jewelry Store,” featuring Wil- 
liam Neville, Eufaula; Gene Brom- 
berg, Birmingham; Pinky Koss, 
Gadsden; and Lester W. Moon, 
Tallahassee, Fla. 


‘Brand Name’ winners 
honored in New York 


Retail jewelry figures were hon- 
ored by Brand Names Foundation, 
Inc., in its 13th annual “Brand 
Name Retailer of the Year’’ compe- 
tition May 4. 

Irving Siegel, president of Ham- 
ilton Jewelers, Trenton, N. J., won 
the “retailer of the year” title, and 
four certificates were presented to 
these representatives of the run- 
ners-up: 

Mrs. David Murray, advertising 
director of Rost Jewelry Co., Indi- 
anapolis, Ind.; H. V. Hellberg, Jr., 
vice-president of Hellberg’s Watch 
& Diamond Shop, Inc., Marshall- 
town, Iowa; Leo Weisfield, presi- 
dent of Weisfield’s, Inc., Seattle, 
and the firm of Clinton & Son, 
North Platte, Nebraska. 

Winners were feted for three 
days in New York by newspaper 
and magazine publishers. 

In Brand Names business ses- 
sions, Carlton M. Fishel, vice-presi- 
dent of Trifari, Krussman & 
Fishel, Inc., was re-elected chair- 
man of the executive committee of 
the board of directors. 








: CONFIDENCE 


5% 


BRAND NAME RETAILER WINNERS RECEIVE AWARDS: Jewelry store 
winners in the Brand Name Retailer-of-the-Year competition, holding the 
awards they won, are, from left, Irving Siegel, Hamilton Jewelers, Trenton, 
first place; and Mrs. David Murray, Rost Jewelry Co., Indianapolis, and H. V. 
Hellberg, Jr., Hellberg’s, Marshalltown, Iowa, certificates of distinction. Another 
certificate winner, Clinton & Son, North Platte, Neb., is not represented. 
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Do you want tourists 
to buy less overseas? 


The Jewelry Industry Council is 
circularizing jewelers, urging them 
to back President Kennedy’s pro- 
posal to cut the $500 duty-free ex- 
emption for travelers back to $100. 

The proposal is before the House 
Ways and Means Committee. 

The JIC bulletin notes that the 
Kennedy recommendation is “a 
means of scaling down the amount 
of jewelry store purchases made 
abroad that enter America duty 
free.” 

The JIC bulletin criticizes the 
jewelry industry for being ‘“apa- 
thetic’’ about the matter and warns 
that “‘now is the time to speak up.” 

The Council asks jewelers’ to 
write their Congressmen and send 
copies of their letters to the JIC 
at 608 5th Ave., New York 20. 

Several of the U. S.’s allies have 
reportedly protested the proposed 
cut. An alternative proposal has 
been made to give the President 
discretionary power over the next 
four years to set a level between 
$100 and $500. 


Oneida of Canada uses 


new tarnish-proof finish 


Oneida Ltd. of Canada has 
adopted Union Carbide’s new tar- 
nish-proof silicone finish for its 
hollowware. 

Silver treated with the finish at 
the Oneida factory needs no polish- 
ing, and is said to be immune to 
repeated washings. The treated sil- 
ver finish will cost slightly more 
than the non-treated. 


Warning from U.S. Mint: 
Don’t ‘restore’ gold coins 


Is it permissible to repair gold 
coins—filling in a drilled hole, for 
instance, so that a mutilated gold 
coin is restored to its original con- 
dition? 

The issue arose when a jewelry 
repairer declared that he had per- 
fected a method of fixing up drilled 
gold coins so that they looked good 
as new. 

Answer to the question: It is 
illegal. 

Leland Howard, acting director 
of the Mint, last month explained 
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why the restoration of gold coins 
is unlawful in the following ruling: 

“The provisions of the 1933 and 
1934 Acts and Orders required the 
delivery to the United States of all 
gold coin except that of numismatic 
value. 

“Section 54.20 of the gold regu- 
lations contains the present exemp- 
tion from control of rare gold coins. 
However, a gold coin which is muti- 
lated is not considered to be of nu- 
mismatie value. 

“Mutilated gold coins, therefore, 
are required to be delivered to the 
United States and their holding, or 
melting, or treating in any way is 
a violation of the gold regulations.” 

Accordingly, the U. S. Secret 
Service may be expected to crack 
down on anyone who 
gold coins. 


Ebeling & Reuss Co. 


to move in Philadelphia 


A possible shift outside of Phil- 
adelphia for Ebeling & Reuss Co., 
importers and wholesalers of china 
and glassware, was _ forestalled 


“restores” 


when realtors were able to acquire 
another mid-city building for the 
firm. 

The 75-year-old firm will move 
this summer from Fifth and Locust 
Sts. to a building extending from 
23rd to 24th Sts. on Chestnut St. 

The company will spend $100,000 
to modernize the four-story struc- 
ture to house its headquarters of- 
fices, showroom and distribution 
warehouse. Other showrooms are 
maintained in New York, Chicago, 
Dallas and Los Angeles. 

Ebeling & Reuss imports pottery 
and giftware from Europe through 
the Port of Philadelphia. 


New Elgin president 
Outlines his policies 


R. O. Fickes, new president of 
Elgin National Watch Co., told a 
meeting of 1500 employees that the 
firm has several obligations to 
jewelers. 

Among them, he said, are the 
need for product quality and na- 
tional advertising that “enhances 
the jeweler’s reputation as a pro- 
fessional,” and prices “within the 
reach of a jeweler’s greatest num- 
ber of customers.” 

Fickes, who spent 30 years with 
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Elgin President Fickes 
describes obligations to jewelers 


GE, said he came to Elgin because 
he believed the firm offered as great 
a challenge and opportunity as any 
industry in America. 

It is believed to have been the 
first time in the firm’s 96-year his- 
tory that all employees were ad- 
dressed by the chief executive of- 
ficer at one time and place. 


AWI names director 


of educational activities 


When the American Watchmak- 
ers Institute was launched last year 
it described itself as ‘‘one national 
organization, devoted exclusively to 
all the needs of all watchmakers.” 

High on the list of these needs 
has been education—of watchmak- 
ers, themselves, technically; and of 
the public, to achieve a better un- 
derstanding of the industry. 

Now the Institute has taken an- 
other step forward in this direction 
with the creation of a new post, 


Dr. George H. Fern 
fills new AWI post 


director of educational activities. 

Dr. George H. Fern, who has had 
a distinguished career in educa- 
tional and association work, has 
been named to fill the job. 

From 1949 to 1960, Dr. Fern was 
on the staff of the National Asso- 
ciation of Manufacturers, serving 
for the last several years as direc- 
tor of the NAM’s education depart- 
ment. 

He has also been a special con- 
sultant in the U. S. Office of Educa- 
tion, and for three years was man- 
aging editor of the American Voca- 
tional Journal. 

Dr. Fern has also held a number 
of positions in the vocational educa- 
tion field and as a member of the 
faculty of Texas A & M College. 


Crockery organization 
decides on new name 


In an effort to more accurately 
describe its interests, the Crockery 
Board of Trade has changed its 
name to the China, Glass and Gift- 
ware Board of Trade. 

The organization remains at the 
same New York headquarters, Suite 
1530, 71 W. 23rd St. 

Donald R. Neil of Paul A. Straub 
& Co., New York, is president of 
group. Walter Nelson is its record- 
ing secretary. 


College Queen contest 


will also survey tastes 


J. R. Wood and Son§8, Inc., mak- 
ers of Artcarved diamond rings, 
will help sponsor the seventh an- 
nual National College Queen Con- 
test June 20-25 in New York. 

Contest is to select “the nation’s 
most attractive and most intelligent 
college girl.” 

Jewelers in campus towns are 
distributing free application blanks 
to queenly contestants. The winner 
will receive an Artcarved “Evening 
Star’? diamond ring or pendant and 
other prizes totalling more than 
$5000. 

In connection with the contest, 
Artcarved will conduct a survey to 
determine what style and type of 
jewelry is preferred by college 
girls. Contestants will air their 
opinions about designs and settings 
for engagement rings, wedding 
rings and other jewelry. Results 
will be made available to all jewel- 
ers. 





J¢C-K Photo Report 


GOLDEN SHIELD MILESTONE: The 250,000th “Golden 
Shield by Sylvania” radio is presented to Manny Isroff, 
right, of Shaw-Rogers, Ohio jewelry chain, one of first 
Golden Shield customers, by salesman J. N. Urwitz. 


LONGINES CLOCKS FLYING RECORD: Max Conrad, 
right. receives congratulations after setting records in his 
Piper Aztec. Longines Chronographs were used to record 
start and finish, and also during the 25,946-mile flight. 
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USING HER HEAD: Phyllis Diller, 
night club and television comedienne, 
gets a pair of bronzed baby shoes as 
earrings from Bob Greene of the 
Bron-Shoe Co. The gift stemmed 
from a gag used by Miss Diller in 
her night club act. 


PD ULOVA 


; Pa 


BULOVA AT BASLE: The large model of the “Accutron” 
electronic timepiece was an eye-catcher at Bulova Watch 
Co.’s booth at 1961 Swiss Watch Fair in Basle. Three of 
the firm’s European executives inspect the display. 


MJ&SA MEMBERS TAKE OFF: These members of the 
Manufacturing Jewelers and Silversmiths of America Inc. 
prepare to leave Apr. 24 on their 20-day visit to England, 
France, Germany, Holland, Italy and Switzerland. 
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TRAUB SALESMEN MEET: At recent four-day sales meeting of Traub Manu- 
facturing Co. in Detroit, company executives reviewed new designs, dealer aids 
and improved packaging methods with Orange Blossom ring salesmen. 


Coro subsidiary offers 
emeralds from $17.50 


Verité Jewels, Ltd., a newly- 
formed subsidiary of Coro, Inc., is 
marketing cabochon cut emeralds 
from the Chivor mine, Colombia, 
at retail prices ranging from 
$17.50 to $500, plus tax. 

The Verité 
emerald-set rings, bracelets, pins, 
earrings and pendettes, all set in 
14K gold. Some are also decorated 
other 


collection features 


with diamonds, rubies or 
gems. 


Providence ring firm 
celebrates 50th year 


Manufacturing Co. of 
Providence, the country’s largest 
producer of rings, observed its 50th 


Uncas 


anniversary early last month. 

Climax of its birthday program 
was the presentation of a plaque to 
chairman and former president, 
Vincent Sorrentino, 70. 

A reception for wholesaler repre- 
sentatives and the formation of a 
25-year club, among the nearly 400 
employees, were other features of 
the observance. 

Sorrentino started his 
as $2-a-week plumber helper. His 
ring business grew out of a side- 
line he developed while working 
for the Culter Jewelry Co. during 
his late teens. 

Starting in rented space on one 
floor of a Providence factory, Sor- 
rentino built Uncas into one of the 
largest plants in the jewelry indus- 
try. In the process more than 12 
ring manufacturing firms were 
bought out and absorbed by the 
Uncas organization. 


career 


RCULAR-KEYSTONE, JUNE 


Its primary sales are through 
jewelry wholesalers and syndicate 
stores. Besides rings, it produces 
religious, children’s and other types 
of jewelry, some of which retails 
at more than $25. 


Maiden Lane outing 
set for June 17 


Gifts are in store for everyone 
attending the 38th annual outing 
of the Maiden Lane Outing Club 
June 17 at the Jumping Brook 
Country Club in Neptune, N. J. 

Sid Kipness, chairman of the 
event, said many firms and indi- 
viduals had donated prizes. 

Festivities will include breakfast 
served from 9 to 11 a. m., golf and 
other sporting events. 


Newark jewelry firm 
acquires Acme Ring Co. 


Barasso & Blasi, Inc., 31-33 Gov- 
ernor St., Newark, have acquired 
Acme Ring Manufacturing Co., 
formerly of 445 South 10th St., 
Newark. 

Physical merger at 31-33 Gov- 
ernor St. was completed and pro- 
duction resumed May 18 after a 
brief interruption. 

Harry O. and Walter C. Biasi, 
owners of Barasso & Blasi, Inc., 
said that all Acme personnel are 
being retained. 

New corporate name is Barasso 
& Blasi Industries; it is composed 
of Acme Ring Division and B & B 
Jewelry Division. 

Walter C. Blasi said the acquisi- 
tion of Acme will give the firm a 
complete line of rings in all price 
ranges to round out its production 
of 10 K to 14 K gold jewelry items. 

Blasi said that Morris Stamer, 
founder of Acme, will continue to 
serve in an advisory capacity. 
‘“‘Acme is his baby,” Blasi said. 

Sales representatives for the 
firm are as follows: 

Acme Ring Division: Jimmy 
Theise, East; George Ohlhausen, 
Mid West. 

B & B Jewelry Division: Harry 
O. Blasi, East; Henry Olhausen, 
Mid West. 

Oscar Groll represents both divi- 
sions on the West Coast. 


23 Kresge stores offer diamond jewelry, 
as chain gets into credit selling 


S. S. Kresge Co. threw its hat 
into the diamond and karat gold 
jewelry field May 4 with a pilot 
selling program in 22 Kresge stores 
in Michigan and one in Indiana. 

Jewelry departments in these 23 
stores began displaying diamond- 
set friendship and engagement 
rings, diamond watches, diamond 
pendants and other diamond and 
14 K gold jewelry ranging from 
$17.77 to $99 retail. 

Merchandising emphasis is on 
rings. 

Kresge PR man Arthur B. Fair- 
banks said, “Mark-up will vary.” 
But, he declared, it will be below 
that of most credit jewelers. 


Credit facilities were opened in 
all Kresge stores throughout the 
nation last month, and are available 
for jewelry. 

The fine jewelry departments are 
separate from departments selling 
costume jewelry, stressing the fact 
that they are “a separate entity.” 

Kresge is retraining its own per- 
sonnel to staff these departments. 

The chain’s entry into the jewelry 
field is part of an overall change in 
Kresge operations. “Kresge has 
been going into higher ticket mer- 
chandise over the last two or three 
Fairbanks said. “We like 
to be called a variety-department 
store rather than a ‘five and ten’.” 


vears,”’ 
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State of the Jewelry Business 


Rough diamond imports on the rise while cut stones show decline 


Statistics for the first quarter 
of 1961 provide some evidence that 
IMPORTS % change % change the jewelry business is beginning 

Mar. from Mar. Jan.-Mar. from Jan.- 
1961 1960 1961 Mar. 1960 has been affecting the national 
WATCH MOVEMENTS (units) as been affecting tne na iona 

0-1 jewel 389,522 —19.4 1,006,618 —26.3 economy. Here are some of the 

2-7 jewels 67,997. —12.7 176,068  —28.2 indicators, based on the chart at 

8-15 jewels 11,142 +68.5 17,6452 +21.9 the left: 

16, 17 jewels 399,510 -—21.9 993,047 —21.9 Watch Movement Imports—on the 

over 17 jewels 1,386 +55.9 3,267 +45.9 rise since January, when total 

all movements 869,557 —19.5 2,196,652 —24.2 movements imported dropped be- 
DIAMONDS low 600,000 for the first month in 
uncut, by carats 173,771 +47.5 523,350 +37.3 more than five vears. In Febru- 

uncut, by value $11,304,150 +35.5 $25,918,918 +28.3 ary. total movements were 33.9 

ci bpcnrs ss ehaaL 167 tgpame 119 | per cent behind Februar. 1900 

in March, they ran only 19.5 per 
CULTURED PEARLS $1,697,525 —7.4 $3,510,887 —10.5 ie "i 
cent less than the same month of 
IMITATION STONES $555,832 +32.1 $1,278,996 +4.9 the previous year. 
| Diamond Imports These have 
been the main trends since late 
last summer: 
UNCUT: have been increasing, 








to climb out of the recession which 


EXCISE TAXES %% change % change 
Oct.-Dec. from Oct.- Jan.-Dec. from Jan.- 

1960 Dec. 1959 1960 Dec. 1959 

AMOUNT COLLECTED 
(add 000) $34,333 44.6 $169,385 4+6.1 both in number of carats and in 

ae : ; value. The $11.3 million worth im- 

VITAL STATISTICS °/ change °% change ported in March is the highest 
Mar. from Mar. Jan.-Mar. from Jan.- single-month total since July, 1959. 

1961 1960 1961 Mar. 1960 CUT: have been declining, gen- 


MARRIAGES 98,000 47.7 292,000 41.4 erally, in both number of carats 

BIRTHS 356,000 42.6 1,047,000 43.3 and in value, although the decline 

: : ---- ---- has not been as sharp as the con- 
FAILURES °% change o% change trasting rise in roughs. 

Apr. from Jan.-Apr. from Jan.- Two primary reasons are behind 

1961 Apr.1960 1961 Apr. 1960 the trend in diamonds: (1) There 


CASH JEWELERS 15 aor 59 +18.0 are more independent sources for 
INSTALLMENT JEWELERS 1 st 16 +23.1 uncut stones than before. Newly- 
WATCH REPAIRERS 1 on 1 (1960:0) created West African states are 
WHOLESALERS 4 i ea 13 +30.0 selling their own diamonds, skip- 
MANUFACTURERS 2 +200.0 ping the De Beers organization. 
ee ee ee ei ean nina alieg As more rough stones enter U. S., 
WHOLESALE JEWELERS’ DEPARTMENT STORE SALES demand for cut diamonds slackens. 
SALES MARCH 1961 (These same West African nations 
% change % change are also supplying the booming Is- 

from = from Jan.- raeli cutting industry, primarily 

oo oe Mar. 1960 Mar. 1960 through barter deals). 2) The 


%% change % change a 47 ia best quality cut stones are going 
from from to Europe and Middle East rather 
Mar. 1960 Feb. 1961 SILVERWARE, than U.S. They can command bet- 
SALES —4 nessa = — ter prices there than U. S. dealers 
COSTUME | 
can offer. 

Imitation Stone Imports — after 
dropping off sharply in the last 
METAL PRICES—MID-MAY 1961 half of 1959 and early 1960, imita- 
(troy ounce, large lots) tion stone imports leveled off, rose 
Mid-May One Year slowly through the final 10 months 
1961 Ago % change of last year. Dipping again in 
SILVER $.91% $.913% 0.0 January, they began a rise in Feb- 
PLATINUM $82 $82 0.0 ruary and March. The $555,832 
PALLADIUM $24 $24 0.0 worth imported in March is higher 
IRIDIUM $75 $70 +7.1 than for every month but two last 

year. 


INVENTORY +3 —2 JEWELRY +25 +8 














ag 


+COBB-+ 


The complete line of Half Dollar 
COIN MOUNTINGS 


Model 11 
iio) ame dal- mJ 1h',-) ee @ lel it- ta 


Choose from the Cobb 
collection — the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF depend- 
ing on model. Sold thru 
jobbers everywhere. 


For the 
Silver Dollar 
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#8 
For 
$5 Piece 


There is no better source for Coin Mountings than 
(Co) o) om a celan Mm ial- olcecele (mm lla\-Milale-1P4-\imelale me Ulellii(-1y 
Vole mae] amanlelelalm-\'-1Avm ole) ole] (olm@ae) [aM iamial-mzela(e mentale 
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trouble-free life. For the 


Quarter 
Dollar 





WA FR. 850 WELLINGTON AVE. 
COB BF Company cmmeeacaners 











Wholesale 


Salesmen 


We have open- 
ings for several 
experienced men 
with cars to sell 
Retail Jewelers. 
Complete line. 
Commission. Lib- 
eral drawing ac- 
count. Start July 
I. Send particu- 
lars and late snap- 
shot. All replies 
confidential. Ad- 
dress Sales Man- 
ager 


A. C. Becken Co. 
P. 0. Box | 


Chicago 90, Illinois 
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Wisconsin watchmakers, 
jewelers hold meetings 


Watches — conventional, electric 
and electronic—were a leading sub- 
ject of discussion in Wisconsin the 
last two week ends in April. 

The Wisconsin Licensed Watch- 
makers Association and the Wis- 
consin Retail Jewelers Association 
met for their annual conventions— 
the watchmakers in Appleton Apr. 
22-23, and the jewelers in Milwau- 
kee Apr. 29-May 1. 

Ken Froh of Sheboygan 
elected president of the watchmak- 
ers organization. The jewelers re- 
elected Charles J. Cumicek of Sey- 
mour to head them for another 
year. 

Other officers elected by the 
watchmakers were: Lowell Brug- 
gink, Kewaunee, vice-president; 
Ed Medla, Cudahy, secretary; Con- 
rad Kasten, Waukesha, treasurer; 
and Wesley Tenhaken, Clintonville; 
Al Loose, Thiensville; Gerald Jae- 
ger, Sheboygan; and C. R. Chris- 
toffersen, Racine, directors. 

Re-elected to office with Presi- 
dent Cumicek were: Milt Dalin, 
West Allis, vice-president; E. F. 
Waldhier, Beaver Dam, treasurer: 
and B. W. Heald, executive secre- 
tary. 

Wilbur Guell, Fond du Lac, and 
Gordon J. Schalla, Milwaukee, were 
elected new directors. 

Max Schwartz, technical director 
for Bulova Watch Co., gave an 
illustrated lecture at both conven- 
tions on his company’s new “Accu- 
tron.” 


Was 


Watchband firm founder 
Edwin Speidel dies 


Edwin Speidel, 84, one of the 
founders of Speidel Corp., died May 
17 in Providence after a short ill- 
ness. 

Born in Germany, Speidel’s early 
years were spent managing mining 
properties for his family. His 
brothers, now dead, operated a 
jewelry plant in Germany. 

Deciding that the United States 
offered great for jewelry 
manufacture, Speidel came to Prov- 
idence, where his brothers joined 
him in operating a jewelry plant. 

When gold watch chains went out 
of fashion, Speidel was one of the 
first manufacturers to develop ex- 


scope 


Edwin Speidel 


pandable bands for wrist-watches. 

A man of varied interests, both 
business and cultural, Speidel 
formed the Desitin Chemical Co. of 
Providence, pioneers in cod-liver 
oil therapy. 

In 1957 he and his wife, Hanna, 
who survives him, founded an 
award to be presented distinguished 
surgeons. For his activities in the 
advancement of medicine, Harvard 
University made him an honorary 
member of the International Col- 
lege of Surgeons. 





worldwide 
distributors 
of 


LINDE” 


*“‘Linde’ Stars are the only syn- 
thetic star sapphires and star 
rubies produced under quality 
controls so rigid they match the 
perfection of natural star gems. 


CHARLES F. WINSON 
580 Fifth Ave., New York 36 * COlumbus 5-2656 
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Notice to Jewelers All Over America! 


THE U.0. BUREAU OF CUSTOMS 10 
| GRAGHING DOWN ON WATCH SMUGGLERS! 


‘A 
~ 4 
a 


Dont be oblivious Every day, in every section of the United States, smuggled watches 

are being offered to jewelers with low prices as the bait! This means 

lo what $ vin on! that you, as an ethical jeweler, directly or indirectly, will be hurt 
G {1 e by this. Be on your guard—always! 


M, i n| f Sooner or later—if it hasn’t already happened—you will be offered 
f] (rd SULE You ON watches by the smuggler! It’s easy to recognize such watches! Be 

/ on the lookout for suspicious offers. Examine symbols on a few 
stick VOUR neck out watches. If there is any doubt, don’t buy if you don’t want trouble! 


Now — for the First Time — Courts are Issuing Search Warrants to Check 
Records, Invoices, Sales and Purchases Made from Arrested Persons and Firms! 


During the past several months, we have referred all valuable leads of confi- 
dential nature to the U.S. Bureau of Customs. Several arrests and seizures of 
quantities of smuggled watches and movements were made recently. 


More arrests and seizures are inevitable! Those found guilty of selling, buying, 
concealing or facilitating the sale of these smuggled watches, will face addi- 
tional investigation and prosecution by the Internal Revenue Department. 





Here’s What YOU Can Do to Help! 





. Buy only from reputable firms. 
. Insist on invoices for their EXACT items and amounts of monies 
paid. 
3. Spot check some of the watch movements for LEGAL SYMBOLS. 
. Report any suspicious offers immediately. 











it is your duty to help stamp out smuggling! You owe it to yourself, your business and your country to report suspicious 
offers at once! To withhold such information is inexcusable. Remember! Ignorance of the law is no excuse for doing business 
with these violators! When these smugglers are eventually arrested, all purchasers of smuggled watches are certain to be 


incriminated! 


Special Reward Fund&The American Watch Association will pay a reward for any information leading to arrest and 
conviction. Complete protection is assured by sending such information to our Post Office Box, secured for this purpose. 


MAIL ALL CONFIDENTIAL INFORMATION TO: 


American Watch Association, Inc., P.0. Box #201, Bowling Green Sta., N.Y. 4, N.Y. 
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ALADDIN'S LAMP IS NO WAY 
TO PRODUCE KARAT GOLD 
SUSPENDERS FOR AN ANX- 
IOUS CUSTOMER. IF YOU 
DON'T STOCK THIS UN- 
USUAL ITEM, WHERE DO 
YOU TURN TO LOCATE THE 
NEAREST SOURCE OF SUP- 
PLY? THE JC-K JEWELERS' 
DIRECTORY ISSUE, OF 
COURSE! USE THE "COM- 
PACT INDEX" TO DETERMINE 
ON WHAT PAGE SUPPLIERS 
OF THIS UNUSUAL ITEM ARE 
LISTED. PIN-POINT THE PAR- 
TICULAR SUPPLIER YOU 
WANT TO CONTACT, LOOK 
IN THE "YELLOW SECTION" 
FOR HIS COMPLETE ADDRESS 
AND PHONE NUMBER AND 
GET IN TOUCH WITH HIM. 
THAT'S THE EFFICIENT WAY 
TO KEEP CUSTOMERS HAPPY 
WHILE MAKING EXTRA 
MONEY. 








and as fresh 


os Spring 


teal 


Sparkling Certified Wedding 
Rings of 14K gold designed 


to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS Co. 
119 Edison Pl., Newark2, N.J. 











No minimum order 


Sold direct to 
the retailers 


Write for catalog 


GENERAL CHARMS 


48 WEST 48TH ST., N.Y.C. 36. N. Y. 











Did you read the 
GOOD 
NEWS 

on 


in this issue 


PAGES 29 to 32 








| 
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» The Henri Stern Watch Agency, 
Inc.. New York, moved early this 
month from 587 Fifth Ave. to new 
and larger quarters at 10 Rockefeller 
Plaza. 

» Bernard Landau, New York im- 
porter of gems and precious stones, 
has returned from a three and one- 
half month trip to the far eastern 
gem markets. 

» James Shaughnessy of Longines- 
Wittnauer used color slides to explain 
his company’s electric watch at the 
April meeting of the Horological So- 
ciety of New York. The Bulova “Ac- 
cutron” was the subject of a sym- 
nosium conducted by Max Schwartz 
at the May meeting. 

» Congratulations, Inc., a Philadel- 
phia organization which conducts 
bridal promotional activities in vari- 
ous eastern cities, has formed a new 
division to offer merchandising and 
product research to manufacturers. 

»s Samuel Stonberg, president of 
Opalite, Inc., Philadelphia, has been 
elected to the board of overseers of 
Gratz College. 

» The Watchmakers’ Association of 
New Jersey plans to tour the Bulova 
Watch Co. factory and school June 
14. The association’s 22nd anniver- 
sary meeting May 9 featured profes- 
sional entertainers. 

=» Maurice M. Goldberger, president 
of Gramercy Marketing Services, Inc., 
New York, spoke on “How Jewelers 
Can Build Sales in Today’s Market” 
at a meeting of the Consolidated Re- 
tail Jewelers “3 New York and New 
Jersey April 2 

= Leo aneeiiaien was elected presi- 
dent of the Jewelers’ Fraternal As- 
sociation at its meeting Mar. 30. Other 
officers chosen were: Jesse’ Block, 
vice-president; Julius Hurley, secre- 
tary-treasurer; and Joseph H. Frier, 
Jr., Joel T. Hurley, Sol Gordon, Al- 
bert H. Betz and John J. Ehrenberg, 
governors. 

e A film, Man Into Space, was shown 
at the last meeting of the season of 
the Golden Circle Club of New York 
Apr. 17. The club’s annual spring 
dance was held May 20 at the Park 
Sheraton Hotel. 

s Fred Stadtmuller Jewelers, Inc., 
18 Main St., Sayville, N. Y., now in 
its 10lst year, has completed exten- 
sive remodeling, which included dou- 
bling the size of its store front. The 
firm was founded in Brooklyn by the 
present owner’s grandfather in 1860. 
» Sheffield Watch has moved to 417 
Fifth Ave., New York, where its 
national sales offices, executive offices 
and new showroom occupy 20,000 
square feet. 

» Fein Sales Corp., New York, has 
been appointed northeast sales repre- 


nt wih 


sentative for Mirro Aluminum 
line of Medallion giftware. 

» Philips Manufacturing Co.’s build- 
ing at 31 Debevoise St., Brooklyn, was 
not damaged by a fire that destroyed 
the building next door recently. Be- 
cause there was danger that the 
ruined building might collapse, the 
Philips building was “off-limits” for 
two weeks, but the firm returned to a 
regular schedule Apr. 10. 

» David-Andersen, Oslo, Norway, 
versmiths, have appointed Norwegian 
Silver Corp., 290 Madison Ave., New 
York, sole U. S. representative fo1 
their enameled sterling silver jewelry, 
pewter and flatware lines. 
e Onyx Art Creators, Inc., 
manufacturers of trophies, 
bled the size of their factory at 641 
Lexington Ave. The firm is now pro- 
ducing trophies using combinations of 
fine woods and inlaid marble. 

se William L. Kuhn Co., New 
opal importers, have opened 
offices at 580 Fifth Ave. 

a Berwin Jewelry Co., distributors of 
Anson jewelry, have moved to 604 
Fifth Ave., New York, where they 
occupy the entire third floor. The 
firm was formerly at 15 Maiden Lane. 
» Eric E. Siebert, designer and manu- 
facturer of fine gold jewelry at 665 
Fifth Ave., New York, has returned 
from a buying trip to Europe. 

e George Herzig, president of H&S 
Originals, was honored Apr. 19 at a 
fund-raising luncheon in New York 
sponsored by the costume jewelry di- 
vision of the Joint Defense Appeal of 
the American Jewish Committee and 
the Anti-Defamation League of B’nai 
B’rith. 

e Nathan Greenberg, New York dia- 
mond importer, has moved from 62 
W. 47th St. to larger quarters at 551 
Fifth Ave. 

» Leaders in the costume jewelry 
industry honored Gilbert and Paul 
Detkin of the Royal Bead Novelty Co. 
and Arnold Kleinfeld of Star Jewelry 
Co. at the annual dinner on behalf 
of the United Jewish Appeal May 24. 
» Solmor Jewelry Co. has leased a 
store in the building at 140 E. 56th 
St. in New York. 

a Wiss Sons, Jewelers, will have a 
store in the Mail at Short Hills, a 
shopping center now under construc- 
tion in Millburn, N. J. 

es S. Kind & Sons, which has main- 
tained a store in downtown Philadel- 
phia for nearly 89 years, will move its 
main store¥rom 1342 Chestnut St. to 
a shopping center in suburban Chel- 
tenham this summer. The firm also 
has another suburban store in the 
Bala-Cynwyd shopping center. 

» Robert L. Evans has been promoted 
from assistant manager of Rudolph’s 


Co.’s 


sil- 


Brooklyn 
have dou- 


York 


new 
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Jewelers’ Rome, N. Y., store to man- 
ager of the chain’s Watertown, N. Y., 
unit. 

es M. L. Sullivan Jewelers in York, 
Pa., has moved from 30 N. George St. 
to a larger location at 11 W. Market 
St. 

e Merritt W. Alexander, Hamburg, 
Pa., jeweler and watchmaker, had an 
exhibit in the city’s sixth annual 
Electric Living and Home Builders’ 
Show. 

es F. J. Cooper Ine., Philadelphia 
jewelers, exhibited a $100,000 pear- 
shaped diamond of more than 12 
carats during a month-long program 
on diamonds at the Academy of 
Natural Sciences in Philadelphia in 
April. 

s William E. Pilkus has been named 
manager of Jay Jewelers, 21 E. 
Independence St., Shamokin, Pa. 

e Alster Import Co., importers of 
costume jewelry, have moved from 
9101 63rd Drive, Queens, to 20 W. 
50th St., New York. 

e Arthur H. Hoyler and Edith A. 
Marks have been elected to three-year 
terms as directors of the Jewelers 24 
Karat Club of Western New York. 
Directors re-elected at the Apr. 25th 


INNEW 


e Aurel D. LeBlanc has purchased 
the Everett H. Locke Jewelry store in 
Amesbury, Mass., from Everett Locke, 
who is retiring. The store has been 
owned by members of the Locke fam- 
ily since 1887. 

» Louise A. Carrier, associated with 
Henry Nolin Jeweler in Lewiston, Me., 
since 1948, has been appointed a reg- 
istered bridal consultant by the Na- 
tional Bridal Service. 

»s A new modern store front is being 
constructed for M. E. Lockwood Jew- 
elers in Great Barrington, Mass. 

s Joseph B. Mundorf, watchmaker at 
Poor Brothers Jewelers in New Bed- 
ford, Mass., celebrated the completion 
of 50 years at the bench in April. He 
began his watchmaker training in 
Cologne, Germany, at the age of 13. 
e Harold Kuniholm of Kuniholm 
Jewelry, 112 Exchange St., Athol, 
Mass., has been named chairman of 
the Athol chapter of the National 
Federation of Independent Business. 
e Pauline St. Cyr has joined the staff 
of Brassard Jewelry, 1190 Elm St., 
Manchester, N. H. Mrs. St. Cyr was 
formerly employed by the M. A. 
Noury Co. for 18 years. 

» Houle’s Jewelry in Wareham, Mass., 
has opened its new location at 204 
Main St. The new quarters are nearly 
three times as large as the store’s 
former location at 178 Main St. Mrs. 
Emma Houle has operated the store 
since the death of her husband sev- 
eral years ago. 


JEW FLER CIRCULAR KEYSTONE 


meeting were: Louis J. Dispenza, 
Laura E. O’Grady, John M. O’Dea 
and Stephen E. Wasniewski. 

» National Ultrasonic Corp., pro- 
ducers of ultrasonic cleaning equip- 
ment, have leased a one-story building 
at 95 Park Ave., New York. 

=» John B. Ballantine has been named 
a director of Plummer, Ltd., jewelers 
at 3 E. 57th St., New York. 

» Herman Roth, silversmith and de- 
signer, spoke on “Contemporary 
American Silver” at the eighth lec- 
ture of the New York Public Li- 
brary’s spring series of talks Apr. 25. 
» Jacques Spira of Spira & Hymans 
has been elected to complete the un- 
expired term of Jean H. Van Praag 
as president of the Diamond Manu- 
facturers and Importers Association 
of America, Inc. Van Pragg resigned 
because he will be living in Europe 
for an indefinite period of time. 

=» Henry Berger Jewelers have added 
a new customer convenience in their 
Franklin Avenue store in Aliquippa, 
Pa. An open container with small 
change has been placed on the counter 
so that patrons may make their own 
change for parking meters without 
having to wait for a clerk. 


ENGLAND 


» Rogers’ Jewelry in Bath, Me., has 
opened a Morse High School depart- 
ment to handle sales of school rings. 
e The million-dollar collection of Dali 
“Art in Jewels” exhibition was dis- 
played at the Paine Furniture Co. in 
Boston in April. 

» Nicholson and Ryan, Augusta, Me., 
jewelers, donated a diamond ring as 
a prize for a local Easter egg hunt 
staged by an Augusta radio station. 

e Frank P. DeScenza, for the past 
16 years vice-president and manager 
of Alfred F. DeScenza and Son, Inc., 
Boston jewelry firm, has returned to 
the investment field in which he previ- 
ously was engaged. He has joined 
Townsend, Dabney & Tyson, members 
of the New York Stock Exchange, as 
a registered representative. 

es William P. Fillebrown, Quincy, 
Mass., jeweler, spoke recently on the 
“Basis of Time” before a_ local 
women’s group. 

» George R. Frankovich, executive 
secretary of the Manufacturing Jew- 
elers and Silversmiths of America 
Inc. has been elected chairman of the 
Rhode Island Apprenticeship Council. 
» Elwin Williams of B. A. Ballou & 
Co., Inc., of Providence, has _ been 
elected president of the Greater Provi- 
dence Industrial Management Club. 

» Heinz Winkler, export manager of 
Armbrust Chain Co., Providence, has 
been named president of the World 
Trade Club of the Providence Cham- 
ber of Commerce. 


BC2—Unusua/ 
14K y.g. 
cultured pear! 
music charm. 
30.00 Keystone. 


H37—Afttractive 
14K y.g. 
cultured pearl 
heart pin. 

37.50 Keystone. 


Cultured Pearls 
-U lurec Carts 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 


801 WALNUT STREET 
PHILADELPHIA 7 





DIAMOND 
RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


Division of Lovis F. Guiness, Inc 











EMERALDS 


Loose or mourted. Memo selections to rated 
iewelers. Write 


I. WIDESS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 











See 
Classified 
Ads 
Starting 
On 

Page 125 














Jewelry Stocks Wanted 
CASH WITHIN 24 HOURS for 


NOS 
WATCHES GirTW 
JEWELRY SILVER 
PEARLS Complete 
CALL COLLECT FOR CONSULTATION 
Telephone: DEerborn 2-3407 


A WeilerEG. 


Estoblished 1880 


All inquiries Strictly Confidential 


REFERENCE 
Your Local 
of Trede Bonk 





Division eof M. Y. Finkelman Company 
29 &. Medison &., Chicege 2, ttl. 








AMAZING SILVA CRYSTALS 
STOP Silver TARNISH! 


Sensational Anti-Tarnish ‘Sil- 

va - Crystals’ keep = silver 

gleaming without constant 

polishing. Just place 

near silver Attractive 

tate ‘hostess’ pack of 3 jars 

$2.50 Keystone. Single jar 

pack 99¢ now available to 

jewelers, distributors. 
Sample $1. postpaid 

Grey Inc., 108 (J) E. 96, NYC 28 1 jar pack 


3 jor pack 








HASTINGS Quality 
ALL-NYLON 
WATCH BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest 
Pie) ) i) 4.) Brae 
BROCKTON, MASS. 


MFGRS. DIRECT 
Se! ee 


MID WEST 


» The first International Import 
Show will be held in the Morrison 
Hotel, Chicago, Oct. 1-5. About 300 
exhibitors are expected. 

» A general meeting open to all 
watchmakers was held following a 
board meeting of the Ohio Watch- 
makers Association in Akron Apr. 16. 
An illustrated lecture on the Swiss 
electric watch was shown at the gen- 
eral meeting. 

» Charles Brown and Ernie Roseth of 
the jewelry and pear! departments of 
Stein & Ellbogen Co., Chicago, made 
a recent buying trip to the East, at- 
tending jewelry shows in Providence 
and New York. 

=» Kay Jewelry Co.’s new Indianapolis 
store was designed so that the entire 
interior is exposed from the entrance. 
» William Van Aalten, a free-lance 
diamond cutter, conducted a demon- 
stration May 15-19 in the showroom 
of H. Horwitz Co., 36 S. State St.., 
Chicago. 

s Martin J. Rystrom has retired and 
turned over Rystrom’s Jewelry, 492 
Main St., Glen Ellyn, IIll., to his 
nephew, Paul Rystrom. 

es Josten Manufacturing Co., makers 
of school and fraternity jewelry in 
Owatonna, Minn., has reorganized its 
plant production. Edward Stepanek, 
as manufacturing manager, is_ in 
charge of five areas of production. 

»e John Ballas, former manager of the 
Zale Jewelry Co. store at Pueblo, 
Colo., has been named manager of the 
firm’s downtown Denver store. He also 
supervises Zale’s other three stores 
in Denver and those in Aurora and 
Englewood. Wayne Prentice succeeds 
Ballas at the Pueblo store. 

s Jacques H. Adler, president of Pad- 
ler Inc., a wholesale jewelry firm with 
headquarters in Denver, is head of a 
newly-formed company which plans 
to build three self-service “‘super de- 
partment stores” in the Denver area. 
s Julius Marks has sold his interest 
in Sol Marks & Son Jewelry, 817 
Mass. St. in Lawrence, Kans., to Del- 
bert A. Eisele, a partner in the busi- 
ness since 1951. Marks has retired. 

»s Vautrot & Myers Co., Warren, 
Ohio, jewelers since 1847, have opened 
a new store at 170 N. Park St. The 
firm was previously located at 162 N. 
Park St. 

» Zale Jewelry Co. has leased space 
in the Landing shopping center for its 
fifth store in the Kansas City, Mo., 
area. Opening is scheduled for early 
July. 

» Halfpap Bros. have closed their 
store at 409 Dousman St. in Green 
Bay, Wis., with the retirement of Alf 
F. and Rudolph C. Halfpap. A second 
store managed by another brother, 
Henry, remains in operation at 614 S. 
Broadway. 


the 


» Millers Jewelry of Bozman, Mont., 
has dissolved partnership. Harold R. 
Muller has brought out Helen E. Mor- 
row and will continue as sole owner. 
» The Downtown Chicago Jewelry 
Jobbers annual golf outing at Vernon 
Hills Country Club, Mundelein, IIL., 
June 14, will be under the direction 
of Lew Kanow of Gunst, Kanow & 
Gassin. Golf, swimming and dinner 
will highlight the event. 

» Elected to the Chicago Jewelers’ 
Club at the directors’ meeting in May 
were: Benjamin and Abraham Braude, 
president and secretary, respectively, 
of E. Braude & Sons, Inc., and Harry 
Gotskind, president of Chicago Watch 
& Jewelry Co. M. Morton Zisquit, of 
Kestenman Bros., Providence, R. L., 
was elected to non-resident member- 
ship. 

e The nominating committee of the 
Jewelers’ Association of Greater Chi- 
cago has named the following officers 
for 1961: Sheldon Phillips, president; 
Alex E. Berke, honorary president; 
Irving Kernis, Dave Greenwald and 
Dave Helfer, vice-presidents; Joe 
Berkson, treasurer; and Ralph Le- 
pack, secretary. The group’s annual 
convention and golf outing was held 
at Nippersink Manor in Wisconsin 
May 16-18. 

e The full slate of officers of the Chi- 
cavo Jewelers Association has been 
re-elected for 1961-62. They are: Al 
Greene, president; D. Jack Prins, vice- 
president; V. J. Newman, treasurer; 
and Francis V. Healy, secretary. Four 
new directors elected for two years 
are: Charles Brown, William H. Mce- 
Greevy, William Kaufman and 
Thomas Blair. 

»s The CJA’s annual meeting and 
dinner May 18 at the Palmer House 
featured singer Pearl! Bailey. 

» The Golden Roosters of Chicago, 
increasing their resident membership 
to 165, will initiate these new mem- 
bers at their summer outing June 22 
at Itasca Country Club: Maurice 
Chapman, Herbert J. Hatowski, H. W. 
Luebke, John H. Hoober, William E. 
Koch, Syd Singer, Harry Karnarek, 
Frank W. Newburger, Barry Daniel, 
Frank Gentile, Andrew Schwartz and 
Michael Roman. 

» Rose Jewelers opened its 13th store 
in the Detroit area May 11 in sub- 
urban Highland Park. The new store 
emphasizes higher-quality gift items. 
» Sperling-Blaha Jewelers at 29 E. 
Madison St., Chicago, has changed its 
name to Sperling Jewelers, due to the 
death of one of the principals of the 
firm. 

»s The Michigan Retail Jewelers Di- 
vision of the Michigan Retailers As- 
sociation held a board meeting in 
Grand Rapids May 18, followed by a 
dinner open to all jewelers. 
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» The board of directors of the Flor- 
ida State Watchmakers Association 
held its second quarterly meeting at 
the Hotel Algiers in Miami Beach 
Apr. 22-23. 

a Joseph W. Strauss has been pro- 
moted to senior regional manager of 
the Jewel Box stores, with supervision 
over units in Raleigh and Roxboro, 
N. C., and Sumter and Florence, S. C., 
in addition to his duties as manager 
of the Wilson, N. C., store. Joe Me- 
Daniel, manager of the Front Royal, 
Va., store, has been named a regional! 
manager, with supervision over the 
Strasburg, Va., store. 

a Gordon’s Jewelers opened its third 
store in the Orlando, Fla., area Apr. 
27, in the new Northgate Plaza shop- 
ping center. Dan Jones is manager of 
the new unit. 

» Sidney Ashe, owner of Ashe Jew- 
elers will open his second Norfolk, 
Va., store early this month in the 
Golden Triangle. 

e Gabe Hausmann, manager of Haus- 
mann’s Jewelers’ downtown New Or- 
leans store, has been named president 
of the 9l-year-old firm. Joseph R. 
Savoie, manager of Hausmann’s Lake- 
side shopping center store, was ap- 
pointed vice-president. 

» Ross Jewelry in Mobile, Ala., open- 
ed a new store at 251 Dauphin St. 
Apr. 20 with a contest. Customers 
vied for prizes by guessing the num- 
ber of rhinestones decorating the 
bathing suit of a Belgian model. The 
store was formerly located at Dauphin 
and Joachim Sts. 

a George T. Brodnax, Inc., Memphis 
jewelers, have established an annual 
$750 retail executive management 
scholarship program at Memphis 
State University. Two students will 
be selected to train at Brodnax when 
not in regular classwork and during 
summer vacations. After graduation 
they will join the Brodnax company. 
»s Brennan Jewelers, Inc., owned by 
James and Nan Brennan, has moved 
from 717 N. Ridgewood Ave., Day- 
tona Beach, Fla., to 60 E. Granada 
Ave. in Ormond Beach. 

a Davis Jewelry & Gift Shop on Mc- 
Dowell St. in Welch, W. Va., has 
completed remodeling of its store 
front, which included installation of a 
black Mirawal bulkhead. 

s Friedman’s Jewelry will have a 
store in the Freedom Drive shopping 
village, now under construction in 
Charlotte, N. C. 

a Shelby Jewelry and Loan in Shelby, 
N. C., has moved to 306 S. Lafayette 
St. from the Crest Store building. 

» Fink’s Jewelers have appointed 
Garnett Wood as manager of its new 
branch store in the Crossroads shop- 
ping mall in Roanoke, Va. 

» Photographs of jewels produced for 
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the 1960 Diamonds International 
Awards were on display April 1-30 at 
the Smithsonian Institution’s Natural 
History Building in Washington. 

» Heitz Jewelry has opened on Park 
Ave. in Lake Wales, Fla. Warren A. 
Heitz purchased the former Simmons 
Jewelry from John E. Simmons. 

» Willis D. Jenkins has joined the 
staff of Rogers Jewelry in Ahoskie, 
N. C., as watch and jewelry repair- 
man. 

» Fox Jewelers in Rockingham, N. C., 
will move this month to newly-re- 
modeled quarters on Hancock St. 
Irvin Fox has operated the business 
on South Lee St. for 10 years. 

» The Murray County Coin Club’s 
collection of rare coins was displayed 
at Chatsworth Jewelers in Chats- 
worth, Ga., during National Coin 
Week, Apr. 23-30. 

»s The Gem Cutters Guild of Balti- 
more gave a demonstration of gem- 
stone cutting as part of its 1lth Gem, 
Jewelry, Mineral and Fossil Show May 
27 in the Edmondson Village Hall. 

es The Jewelers Association of Balti- 
more has elected the following officers 
for 1961-62: R. Burton Swerdlin, Bur- 
ton’s Jewelers, president; Gideon N. 
Stieff, Jr., Stieff Co., first vice-presi- 
dent; Rolf Krug, Leon Levi, Inc., sec- 
ond vice-president; William Stubbins, 
Royal Tschantre, Inc., treasurer; and 
Mrs. Ruth Jewell, secretary. 

s John Fenwick, Jr., assistant to dia- 
mond broker and retail jeweler, Ray- 
mond Hughes of Baltimore, recently 
received the Navy Cross for his out- 
standing service as a marine in the 
Korean conflict. 

a Jones & Frasier Co., retail jewel- 
ers in Durham, N. C., have completed 
a $12,000 renovation of their store. 
The firm incorporated recently, with 
William G. Frasier named president 
and executive manager. 

» Mrs. B. W. Stallings, co-owner of 
Stallings Jewelry in Boone, N. C., has 
been voted Watauga County’s first 
“Woman of the Year” in a contest 
sponsored by the Business and Pro- 
fessional Woman’s Club. 

» Dreifus Jewelry Co.’s new branch 
store in Poplar-Highland Plaza in 
Memphis opened Apr. 20, with Ellie 
Lipow as manager. Because it was 
built along an irregular service drive, 
the store has a unique interior, with 
a straight wall facing a curving wall. 
» Barr Bros. opened a store at 307 S. 
Jefferson St. in Roanoke, Va., in late 
April. 

=» Reliable Stores Corp., operators of 
31 furniture stores and 38 jewelry 
stores, has net income of $840,257 in 
the fiscal year ended Jan. 31, com- 
pared with $883,244 in the previous 
fiscal year. Sales were around the 
$27.5 million level both years. 


oa 
\ pal ee Shal-relPT-li-re 
purity and brilliance 


bale _,. superior quality 
at a competitive price 


Opalite, inc. 


1311 LOMBARD ST., PHILA. 47, PA. 














WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable Mainspring, Waterproof. $8.25 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 











@ GARNET JEWELRY 


Antique & New 


Ask for Free Catalog 
Memorandums Invited 


HERZOG & ADAMS 
54 West 47 Street, New York 
Telephone JUdson 6-2753 














VELVET 


for 
Drapes, Showcases, Windows 
“ wide—Crush Resistant 
LOW, LOW PRICES 


Write for samples 


CAROL VELVET COMPANY 
P. O. Box 404 GREENSBORO, N. C. 











SEE CLASSIFIED 
ADVERTISEMENTS 


starting on page 125 














CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
ealls for older sterling patterns 
that are no longer available. 

Will also buy diamonds—any size and 


quality—as well as antique and modern 
jewelry. 


Reference: Dun ond Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AVE. ° MEMPHIS, TENN. 








Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New Yerk 10, N. Y. 
AL. 4-6104 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 











IAMONDS 


Lowest 
Wholesale 


p Dist 
rices 


WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Clikh,Antwerp, Belgium 


SOUTHWEST Ll 


» James Anderson, formerly with 
South Phoenix Jewelers, has opened a 
jewelry store at 204 N. Central Ave., 
Phoenix. 

» Mrs. Gladys Hannaford, lecturer on 
diamonds, spoke at a dinner in Phoe- 
nix Apr. 19 attended by members of 
the Arizona Retail Jewelers Associa- 
tion and their wives. 

=» Gladys McSpadden has opened Mc- 
Spadden Jewelry in its new location 
in Freeport, Tex., in the Brazosport 
savings center. 

» Zale Jewelry Co. has purchased 
Sutter’s Jewelry in Clovis, N. M., and 
leased the building adjacent to it as 
the site of a new store. 

» Kornfeld’s Jewelry has opened in 
the new Mesa shopping center in 
Yuma, Ariz. 

» Mark Taylor has opened a watch 
and jewelry repair shop at 20 E. 
Main St. in Shawnee, Okla. 

» King’s Indian Jewelry in Scotts- 
dale, Ariz., displayed desert land- 
scapes painted in oil by Hazel Rudd 
during March. 

e A 20% carat, $175,000 diamond 
named the “Transvaal Blue’ was ex- 
hibited for the first time in America 
in March at Cizon’s Jewelry stores in 
Amarillo and Big Spring, Tex. 

» Nathan Isenberg is manager of a 
second Isenberg’s Jewelers in Gal- 
veston, Tex., which has opened in the 
C. P. Evans shopping center. 

« Perry’s Jewelry has been estab- 
lished in Rogers, Ark., at 115 W. Wal- 
nut St. Bob Perry, son of owner Hoyt 
Perry, is manager of the store. 

» Thomas M. Scaperlanda, president 
of Bell Jewelry Co., 513 E. Houston 
St., San Antonio, has retired and the 
109-year-old firm has gone out of 
business. The firm was reportedly the 
oldest retail jewelry business in Texas. 
» James L. Richard has been ap- 
pointed manager of Gordon’s Jewelry 
in tke MacArthur shopping center, 
Orange, Tex. 

s Bennie Valites has joined the staff 
of W. N. McKenney, Jewelers, 8727 
Katy Road, Houston, as watchmaker. 
» Daiches Jewelers in Gladewater, 
Tex., has gone out of business with 
the retirement of Maury Spiritus and 
his wife, operators of the store. 

» Glenn Moore has been named to 
head the watchmaking department of 
Green’s Jewelry, 301 N. Chaparral 
St., Corpus Christi, Tex. 

» Bill Davidson has joined Logan 
Jewelry in Sayre, Okla., as watch- 
maker. For the past two years, David- 
son has been watchmaker at Sears, 
Roebuck & Co. in Salinas, Cal. 

e A. D. Kiedaisch and James Thomp- 
son have purchased Hill Jewelry at 
108 N. Ohio St. in Atoka, Okla., and 
re-named it Atoka Jewelers. They 
purchased the store from Mrs. E. L. 


Hill, widow of the late Eddie L. Hill, 
who established the store in 1941. 

a H. E. Nelson, of Diboll, Tex., dis- 
trict governor of the East Texas 
region of the Texas Watchmakers As- 
sociation, presided at the group’s re- 
gional meeting, Apr. 30 at the Ange- 
lina Hotel in Lufkin. 

a Shirley Draper, owner of Draper 
Jewelry in Shamrock, Tex., near the 
Oklahoma border, entered a float in 
the 1961 Sayre, Okla., alumni parade, 
which placed second in the judging. 
e By unanimous vote at the March 
21st meeting, the name of the Dallas 
Watchmakers Guild was changed to 
the Dallas Watchmakers - Jewelers 
Guild. The March program was de- 
voted to “Polishing and Electroplat- 
ing.” 

se Zale Jewelry Co. plans to open its 
sixth retail jewelry unit in Houston, 
Tex., in the new Sharpstown shopping 
center, with opening set for mid- 
August. 

» Marie George has joined B. C. Clark 
Jewelers in the silver, china, and 
crystal department of the firm’s down- 
town store, 113 N. Harvey St., in 
Oklahoma City, Okla. 

e Dwight Anderson, owner-manager 
of Anderson’s Jewelry, 9 N. Central 
St. in Idabel, Okla., a watchmaker and 
jewelry craftsman, has completed 
addition of modern electronic 
repair equipment. 

a The 1961 Fall Allied Jewelry and 
Gift Show will be held at the Adolphus 
Hotel Sept. 3-7. A dinner dance for 
registered buyers Monday evening, 
Sept. 4, will be climaxed by a draw- 
ing for a “Trip for Two” to Europe 
as first prize. 

» Vincent Palmer, long-time 
representative for Five Star Distrib- 
utors, Inc., Dallas, sales representa- 
tives, has been named vice-president 
in charge of sales and management 
operations. 

a Golden Shield Corp., Great Neck, 
N. Y., has established a warehousing 
operation in Dallas at 100 Fordyce 
St., to expedite service to customers 
in the Southwest. 

es Hon. Wade Spilman of McAllen, a 
member of the Texas Legislature, will 
appear on the program at the Texas 
Watchmakers Association’s conven- 
tion, June 10-11 at the Hotel Echo in 
Edinburg, Tex. 

» The Sabine Area Guild of Texas 
Watchmakers Association held May 
and June meetings at Turnbull’s 
Jewelry, 2325 Procter St. in Port 
Arthur, where they observed stone- 
setting demonstrations by Ed Turn- 
bull. 

» The annual Linz Award, presented 
by Linz Jewelry Co. of Dallas and the 
Dallas Times-Herald, went this year 
to Erik Johnson, chairman of the 
board of Texas Instruments Corp. 


watch 
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=» Directors of the California Retail 
Jewelers Association met at Fresno 
Hacienda in Fresno June 4 to make 
final plans for the Pacific Jewelry 
Show to be held in August. 

» Stanley O. Jacobs, of the firm of 
the same name, was installed May 17 
as president of the Jewelers 24-Karat 
Club of Southern California. Other 
1961-62 officers are: Malcolm Tipp, 
Dave Tipp, Inc., first vice-president; 
Raleigh West, Allison-Kaufman Co., 
second vice-president; Edward L. 
Endman, treasurer; and Herman Sie- 
gel, secretary. 

» Members of the Northern California 
Guild of the American Gem Society, 
met at the Bellevue Hotel, San Fran- 
cisco, May 17, where an expert on 
diamonds was the speaker. 

e Alfred Woodill, executive director, 
American Gem Society, presented a 
lecture and 2 film on the 27th annual 
AGS conclave in Chicago, and a color- 
sound film on the cultured pear! indus- 
try in Japan was shown at the Apr. 
18 meeting of the Southern California 
Guild of AGS. 

» The Santa Barbara Watchmakers 
and Jewelers Guild held a joint meet- 
ing with the Central Coast Guild in 
Santa Maria, Cal., May 17. 

» A film on the Bulova “Accutron” 
was shown at the April 4 meeting of 
the Contra Costa Watchmakers & 
Jewelers Guild, at the Round Up 
Restaurant, Concord, Cal. 

» Workshop sessions on jewelry de- 
sign, diamond grading and evaluation, 
proper credit application and_ skip 
tracing, and a watchmakers’ technical 
seminar were conducted at the 13th 
annual Pacific Northwest Retail Jew- 
elers Convention in Seattle, Wash., 
Mar. 18-20. The Washington Retail 
Jewelers Association, the Oregon 
State Jewelers Association and the 
Evergreen Ducks co-sponsored the 
convention. 

e The Washington RJA elected Emil 
Jehrman, Behrman Jewelers, Kenne- 
wick, as president. Herbert Bridge, 
Ben Bridge Jewelers, Seattle, was 
named vice-president; Jerry Cundiff, 
Jr., Glimme & Cundiff, Walla Walla, 
second vice-president; Sidney Thal, 
Fox’s Gem Shop, Seattle, treasurer; 
and John Fix, Jr., George R. Dodson, 
Inc., Spokane, secretary. 

e Robert Johnson, of Hamilton Watch 
Co., Tacoma, was elected president of 
the Evergreen Ducks at the annual 
dinner meeting on Mar. 18 in Seattle, 
Wash. Other officers elected were: 
Bruce Stern, Kreisler Manufacturing 
Co., first vice-president; Sidney Pinch, 
Elgin National Watch Co., of Seattle, 
second vice-president; Edward Mos- 
kowitz, Bulova Watch Co., of Port- 
land, secretary-treasurer; and Paul 
Speyer, Seligmann Jewelry Co., of 
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Seattle, assistant secretary-treasurer. 
» Rothschild Jewelry, 6130 S. West- 
ern Ave., Los Angeles, operated by 
Earle B. Rothschild, has been pur- 
chased by Carl, Harry and Sam Med- 
nick. 

» Kenneth F. MacKenzie, Los An- 
geles appraiser and gemologist, has 
moved from 707 S. Hill St. to larger 
quarters on the 12th floor at 629 5S. 
Spring St. 

» Ear! Bodrutha, has moved Earl-Rey 
Jewelers from 3258 Mission St. in 
San Francisco to a new shop at 707-B 
San Jose Ave. 

» Dave Diamond, for 20 years a rep- 
resentative for J-B watch bands until 
he left the jewelry business in 1955, 
is now back on the road again repre- 
senting several New York manufac- 
turers in the West. His office is at 
448 S. Hill St., Los Angeles. 

a Davi Jewelers, 125 E. Fourth St., 
Pittsburg, Cal., has been purchased 
by Lee Sebastian and his wife, who 
sold their interest in Woulf & Ury 
Jewelers to Walter Ury. 

e The Oregon Diamond Shop, 153 
S.E. Second St., Hillsboro, Ore., has 
been purchased from Ed Franco by 
Ken McFadden, who changed the name 
to Ken’s Jewelry. 

a On June 1, Del Moore Jewelry in 
Seaside, Ore., was taken over by Dale 
R. Frandsen, who had served with 
the store as watchmaker. 

s After 38 years, Hardy’s, Inc., in 
Seattle, moved on June 1 from Fifth 
& Pine Sts. to a new store at 511 Pine 
st. 

a The jewelry business of Emory and 
Phil Weimer in Chelan, Wash., was 
purchased recently by Dick Jansen 
and Tom Kelly of Wenatchee, Wash. 
e Harvey S. Nau has opened a new 
jewelry store in the Gannon Building, 
Ferndale, Wash. 

» Rudolf Bergner, formerly a partner 
in Star Jewelry Manufacturers, San 
Francisco, has opened a new jewelry 
manufacturing shop of his own in 
Room 503, Mutual Bank Building, 704 
Market St., San Francisco. 

2 Don Cummings, has been appointed 
by Ballard & Ballard, 315 W. Fifth 
St., Los Angeles, as their representa- 
tive in Northern California and the 
Pacific Northwest. 

e A clock repair department has been 
added by Rancho Park Jewelers, 
10680 W. Pico, Los Angeles, under 
the supervision of Allan Magyari, son 
of the proprietor. 

» Moorpark Jewelers, formerly at 686 
Walnut St., Moorpark, Cal., has moved 
to 15 High St. 

» Harry Druxman, previously located 
at 204 Pike St., Seattle, moved May 
1 to a new store at 1427 Fifth Ave., 
a location occupied formerly by Im- 
pala’s Fifth Avenue Jewel Shop. 








SCHOOL — 
CHARMS 


EMBLEMATIC 
MASTERPIECES 
FOR YOUR 
SCHOOL TRADE. 





NET COST LOW AS $.1.25 
EXCLUSIVELY 
for Retail Jewelers. 


KINNEY CO.| ceou"s"h 


FOR INCREASED SALES Bei BIGGER CASH PROFITS 


Deal Direet!——-Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles 
No piled-up ‘‘mark-ups"’ to inflate your price, lower 
your profits. Finest service, effective selling aids 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phene PL 7-1236. 
GLEAMLIGHT, 71 W. 47th St., Dept. K, New York 
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Yes, over 1700 progressive jewelers use 
our monthly cash or credit display service 
with great success. Complete new set of 
showcards (all sizes) and over 400 matching 
price tickets sent monthly, only $8.70 month. 
Write for... 


30 DAY FREE TRIAL 
L150 West 46th St., N.Y. + Cl 5-3232 J 
| COIN FRAMES | 


Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free cataleg or see Jewel- 
ers Guild Catalog, Book 5. 
pages 12 & 13 and J.C.-K 
March 1961. 


Wideband Jewelry Co. 
37 West 47th Street. New 
York 36, N. Y. Dept. 12 
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ALWAYS 


In The 


MARKET 


ANTIQUE 
JEWELRY 


Also Antique Reproduction 
Jewelry, Silver, Diamonds, 
Platinum and Gold Items, even 
though in bad order, all bring 
good prices. 


Our check is air-mailed to you 
the same day your package 
is received. Your package is 
kept intact in our fire-proof 
vault for ten days, subject to 
your acceptance of our remit- 
tance. 


GOOD PRICES 


We pay highest prices. Excel- 
lent Service. Thousands of 
shippers have expressed their 
pleasure in doing business 
with Antin’s. 


References: Dun & Bradstreet: 
the Jewelers Board of Trade; 
and, the Whitney National 
Bank, New Orleans. 


ANTIN'S ANTIQUES 


114 Baronne Street 


New Orleans 12, La. 
ESTABLISHED 1916 








PITTSBURGH, PA. 
JEWELRY & GIFT FAIR 


e MAJOR SUPPLIERS DISPLAYS 
e BUYERS FROM 5 STATES 


e PERFECT TIMING 
FOR FALL 


Co-Sponsored by 
“Golden Nuggets’’ 
& PA Retail 
Jewelers 


H HILT 
PITTSBURG B'TON 


august 12, 
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Artabasy Mayo 


Gorham Corp. promoted two exec- 
utives to vice-presidencies at the 
annual meeting of the board of 
directors. They are Raymond J. 
Artabasy, vice-president for ad- 
vertising and sales promotion, and 
Edmund C. Mayo, Jr., vice presi- 
dent of With the Gorham 
sales organization 1937, 
Artabasy was named sales man- 
ager of sterling flatware in 1959; 


sales. 


since 


later that year he became director 


of advertising and sales promotion. 
Mayo joined Gorham in 1949 and 
was assigned to the Alvin Corp., 
a subsidiary. He rose in that 
company to manager and 
then sales vice-president and gen- 
eral manager. Last vear he became 
Gorham’s manager of 
ministration. 


sales 


sales ad- 


Dr. Gordon Stanley Brown 
elected to the board of directors 
of the Gorham Corp. at the annual 
stockholders’ meeting Apr. 28. Dr. 
dean of engineering at 
Institute of Tech- 
nology, has an extensive back- 
ground in and elec- 
tronics. Among the awards he has 
received are the President’s 
Certificate of Merit and the Naval 
Ordnance Development Award. 


Was 


Brown, 
Massachusetts 


technology 


Sam F. Blake, Jr., has been ap- 
pointed vice - president, eastern 
sales, for Luxo Lamp Corp., Port 
Chester, N. Y. 


Howell Co. 
changes 


Bell & 
made several executive 
at their annual meeting Apr. 28. 
Charles H. Percy was elevated 
from president to chair- 
man, chief executive officer. Peter 
G. Peterson, formerly executive 
vice-president, was named presi- 


Directors of 


board 


dent. These other appointments 
were also made: Philip S. Fogg, 
vice-chairman of the board; Theo- 
dore V. Houser, chairman of the 
committee; Robert H. 
executive vice-presi- 
dent; Dr. Charles F. Robinson, 
vice-president for research; and 
Alfred T. Craft, vice - president, 
business machines division. 


executive 
(arretson, 


Morris Weintraub, a_ long-time 
dealer in cultured pearls in New 
York, has joined’ International 
Cultured Pearl Co., Inc., of New 
York. Weintraub will 
English subsidiary, International 
Cultured Pearl Co. (U.K.), Ltd., 
with offices in London. 


head an 


Weintraub Baumgold 


Joseph Baumgold was elected a 
director of the Jewelers Board of 
Trade at a meeting of the board 
Apr. 21. Baumgold, 
secretary of Baumgold Bros., New 
York diamond cutters, is also vice- 
president of the Diamond Manu- 
facturers and Importers Associa- 
New York. 


of directors 


tion of 


founder and 
Schuman & 


Samuel R. Donchi, 
former president of 
Donchi, Inc., and Bond Diamond 
Ring Co., has joined Lohengrin 
Ring Co., Inc., New York. Donchi 
holds the position of vice-presi- 
dent, marketing, for Lohengrin. 


Gerald Blum and Robert L. Krause 
have been elected vice-presidents 
of Standard Financial Corp., a 
finance, factoring and commercial 
installment banking company with 
headquarters in New York. Before 
joining Standard Financial in 
1958, Blum was associated with 
Jewelers Acceptance Corp., later 
acquired by Standard Financial. 
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Obituaries 








William E. Owen, 50, vice-presi- 
dent of Gerwe Brown Co. of Cin- 
cinnati, and well-known through- 
out the South as a salesman for 
that organization since 1943, died 
Apr. 21. 

Al Sternberg, with A. Cohen & 
sons Corp. for nearly 30 years, 
died recently. He had served the 
firm at one time as Central and 
Southeastern sales manager. 
Moses Winkelstein, 73, secretary- 
treasurer of the Syracuse Orna- 
mental Co., died Apr. 26. Winkel- 
stein was an executive of the 
home accessories manufacturing 
firm for more than 40 years. 
Milton Oberman, 56, son of the 
late Samuel Oberman, died Mar. 
27. Their diamond jewelry manu- 
facturing firm in New York will 
continue under the direction of 
Mrs. Milton Oberman. 

Wladyslaw E. Conoski, owner of 
W. E. Conoski Jewelers in Hart- 
ford, Conn., for 30 years, died 
Apr. 2. 

William F. Woullard, 55, died in 
his Meyersdale, Pa., jewelry store 
in mid-April. 

Daniel H. Sparks, 43, a jeweler in 
San Antonio, Tex., died Apr. 12. 
Benjamin Lebow, 69, owner of the 
Benjamin Irving Jewelry store in 
Long Beach, Cal., for 30 years, 
died Apr. 14. 

Isadore Nemirofsky, 51, 
of a jewelry store in Philadelphia, 
died Apr. 13. 

Carl F. Heitman, 51, owner of the 
Heitman Jewelry store in lonia, 
Mich., and a city councilman, died 
Apr. 21. Heitman was a director 
of the Michigan Jewelers Associa- 


operator 


tion. 

Adolf G. Simon, 60, Cheviot, Ohio, 
jeweler, died Mar. 15. He was a 
former director of the Cincinnati 
Retail Jewelers Association. 
William McConnell Fennell, 58, 
owner and operator of Fennell 
Jewelry in Newberry, S. C., died 
Apr. 6. 

George Frederick Wood, 81, a 
hand engraver and jeweler in 
Monmouth, Ill., died Apr. 22. 

E. A. Lancaster, 92, owner and op- 
erator of Lancaster’s Jewelry in 
Greenville, Tenn., died Apr. 23. 
He was active in the business un- 
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til shortly before his death. 
Harold Simon, 55, founder and 
former associate owner of Rogers 
Jewelry Co. in Norfolk, Va., died 
Apr. 23. 

Adam Z. Gavron, 60, owner of a 
Schenectady, N. Y., jewelry store 
for 29 years, died Apr. 26. 

Harry S. Fuller, 67, former opera- 
tor of Fuller’s Jewelry in Auburn, 
Cal., died in March. 

William R. Rudnick, a gem cutter 
with Kazanjian Bros. in Los An- 
geles, died in March. 

Harry R. Terhune, 83, for many 
vears an advertising representa- 
tive on the West Coast for Chilton 
Co. publications, died Mar. 24. 
Wilham J. Prenzing, 75, a watch- 
maker in Waco, Tex., died Apr. 4. 
He was with L. Fred & Son, Ine., 
for the past 28 years. 

Arthur N. Land, 54, operator of 
Land’s Jewel Box in Fredericks- 
burg, Va., died Apr. 30. 

Charles E. Hawkins, 62, a watch- 
maker with Max Friedman Jewel- 
ers in Knoxville, Tenn., died 
May 2. 

William E. Bluford, 56, a Detroit 
area jeweler for 25 years and 
vice-president of the Greater De- 


troit Jewelers Association, died 
Apr. 30. 

Lester Berg, 53, founder of Lester 
Berg, Jewelers, with stores in Se- 
attle, Yakima and Walla Walla, 
Wash., died May 3. He was a past 
president of the Seattle and 
Washington Retail Jewelers Asso- 
clations. 

Nicholas Nahre, 69, operator of a 
clock and watch repair shop in 
Milwaukee, died Apr. 23. 

Louis A. Horwitz, 72, Sioux Falls, 
S. D., jeweler for the past 32 
vears, died Apr. 20. 

Paul Asbury Gurley, 58, operator 
of a jewelry store in Cartersville, 
Ga., since 1933, died in April. 
James W. Anderson, 86, founder 
of the Gem Cutters Guild of Balti- 
more, died in April. 
Charles Edward Morgan, 
ident of Morgan Jewelers in 
Rochester, N. Y., died May 7. 

Eli Miller, former jewelry store 
operator in Cortland, N. Y., died 
in Syracuse May 3. 

Kate Liberman, 74, who operated 
a jewelry shop in the lobby of the 
Hotel Syracuse in Syracuse for 
many years with her husband, the 
late Arthur Liberman, died May 9. 
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Promotional 
Items 
Available 
On-Guaranteed 
Sale-Basis 
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6-9550 








Planning A STORE-WIDE SALE? 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 


$50.00 
IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF” 
COMPLETE 
PROMOTION 


WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 
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“May | engrave it for you, now?” sells 
rings and keeps them sold. You can give 
immediate engraving service right in your 
own store with a New Hermes Ring 
Engraver — engrave stock numbers too. 
It's tracer-guided, simple to operate. 
Fully equipped, $179.00. Write now 
for a demonstration. 


new hermes 
ENGRAVING MACHINE CORP. 
154 WB. 14th ST... NEW YORK 11, N. Y. 


In Canada: 359 St. James Street West, Montreal, P. Q. 
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COMING EVENTS 


JUNE 
6-7—Educational Jewelry Manufac- 
turers Association annual meeting, 

Drake Hotel, Chicago. 

7-9—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

10-11—Texas Watchmakers Asso- 
ciation annual convention, Edinburg. 

17-18—Ohio Watchmakers Associa- 
tion annual convention, Biltmore Ho- 
tel, Dayton. 

18-19— Vermont Retail Jewelers 
Association annual convention, Basin 
Harbor Club, Basin Harbor. 

25-27—New Hampshire Retail Jew- 
elers Association annual convention, 
Farragut Hotel, Rye. 


‘ee Se 

6-8—National Association of Watch 
and Clock Collectors, Inc., annual 
convention, Santa Monica, Cal. 

15-18—-Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

23-26—Carolina Jewelry Mart and 
Carolina Gift Mart, Radio Center, 
Charlotte, N. C. 

23-26—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans. 

23-28—53rd California Gift Show, 
Biltmore Hotel, Merchandise Mart, 
Ambassador Hotel, Brack Shops, Los 
Angeles. 


AUGUST 

5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 

6-9—Memphis ‘“‘Cotton States”’ Gift, 
Jewelry, China, Glass, Stationery, 
Toys & Housewares Show, Memphis 
Ellis Auditorium, Memphis. 

6-9—San Francisco China, Glass, 
Gift, Jewelry, Toy, Stationery and 
Housewares Show, Brooks Hall, Sher- 
aton-Palace, St. Francis and Sir 
Francis Drake Hotels, Western Mer- 
chandise Mart, San Francisco. 

6-10—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

12-14—-Pittsburgh Jewelry & Gift 
Show, Pittsburgh Hilton Hotel, Pitts- 
burgh. 

13-15—-Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

13-15—Portland Gift Show, Memo- 
rial Coliseum, Plaza Hotel, Portland. 

19-20—Indiana Jewelers Associa- 
tion, Inc., and Indiana Watchmakers 
Association trade show, Marott Hotel, 
Indianapolis. 

20-23—Seattle Gift Show, New Na- 


tional Guard Armory, Olympic and 
New Washington Hotels, Terminal 
Sales Bldg., Seattle. 

26-27—Retail Jewelers of Montana 
annual convention, Billings. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 

27-29—Spokane Gift Show, Daven- 
port Hotel, Spokane. 

27-30—Ohio State Gift Show, Hotel 
Deshler Hilton, Columbus. 

27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 

27-30—Minneapolis China, Glass, 
Gift, Stationery & Housewares Show, 
Radisson Hotel, Minneapolis. 


SEPTEMBER 

3-5—Ohio and West Virginia Retail 
Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnatl. 

3-6—Florida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-6-—Miami, China, Glass, Gift, 
Jewelry, Stationery and Housewares 
Show, Miami Bayfront Auditorium. 

3-7—Detroit Gift Show, Hotels Stat- 
ler Hilton and Sheraton Cadillac, De- 
troit. 

3-7—Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

9-11—North Dakota Jewelers and 
Watchmakers Association annual! con- 
vention, Bismarck. 

16-17—New York State Watchmak- 
ers Association annual convention, 
Statler Hilton Hotel, Buffalo. 

17-19—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1—Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 


OCTOBER 

18-20—Packaging Institute, Inc., 
23rd annual forum, Biltmore Hotel, 
New York. 

19—Mfg. Jewelers & Silversmiths of 
America, Inc., annual meeting, Shera- 
ton-Biltmore Hotel, Providence. 

23-27—American Society for Met- 
als, Detroit Metal Show, Cobo Hall, 
Detroit. 
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News of Personnel 











Three new Canadian _representa- 
tives have been named for Hamilton 
and Wallace: 

B. K. Kenward will represent Ham- 
ilton and Wallace in western Canada. 

A. Latour will cover Quebec for the 
firm. 

H. G. Moncton has been assigned 
to represent Hamilton in the Ontario 
territory. 


A. Latour B. K. Kenward 


Ben Korasik H. G. Moncton 


Uncas Manufacturing Co. has made 
two personnel changes: 

Ben Karasik has been named gen- 
eral manager of the firm’s Canadian 
sales office in Montreal. 

Vincent Neri, Jr., has been ap- 
pointed superintendent of the manu- 
facturing and finishing departments 
at the Uncas Providence plant. 


Alvin G. Blumberg, associated with 
the watch industry for the past four 
years, has been named sales manager 
of Sheffield Watch. He is former 
vice-president of Leo Glass & Co. 


Vincent Palmer has been appointed 
vice-president in charge of sales and 
management operations of Five Star 
Distributors, Inc., sales agency for 
Speidel products in Dallas, Tex. 


Herman Teicher, formerly with 
David Karp Co., is now covering 
Texas, Louisiana, Mississippi, Georgia 
and Alabama for Herbert Rosenthal 
Jewelry Corp. 


Dr. Cameron Knox has been named 
to the newly created post of corporate 
director of research for Acoustica As- 
sociates, Inc. 


John P. Turner has been promoted 
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to the newly created post of sales 
training manager the Remington port- 
able typewriter division of Sperry 
Rand Corp. His former position as 
district sales manager of the Cleve- 
land territory has been taken over by 
James W. Jones. 


Robert Forster, international mar- 
keting director for the Omega Watch 
Corp., has been elected to the market- 
ing committee of the Federation Horo- 
logere, Swiss trade organization of 
the quality watch industry. 


Henry C. Edinger, a jewelers’ rep- 
resentative for more than 50 years, 
has rejoined Irons & Russell after an 
absence of 19 years. He will cover 
New York, New Jersey, Pennsylvania, 
Maryland and Washington, D. C. His 
previous affiliation with Irons & Rus- 
sell began in 1911. 


Henry C. Edinger 


Andrew W. Beshgetoor David L. Oren 


Andrew W. Beshgetoor has joined 
Oneida Silversmiths as manager of 
product and market research. He is 
former vice-president and director of 
research sales at A. J. Wood Research 
Corp., Philadelphia. 


David L. Oren, for the past 12 
years a representative for Karlan & 
Bleicher, has been appointed to repre- 
sent National Findings Corp. on the 
west coast. His office will be in Los 
Angeles. 


Albert Bauer has been named a 
divisional manager for the Bentley 
Lighter Corp. His territory will in- 
clude Indiana, Michigan, Ohio, Ken- 
tucky, West Virginia and western 
Pennsylvania. 


No Obligation 





AUCTION AND 
PROMOTIONAL 
SALES SPECIALISTS 


1. BRILL & COLMES HAVE AN 


OUTSTANDING RECORD OF 
SUCCESS 

For 36 years, we have charted the 
right course for jewelers through- 


out the U. S. and Canada. 


BRILL & COLMES HAVE CON- 
DUCTED MORE SALES THAN 
ANY OTHER SALES ORGANIZA- 
TION! 

During the past 36 years, we have 
helped thousands of jewelers raise 
cash through stock liquidation, flat 
or auction sales, going-out-of-business 
sales, etc. This vast experience is 


available to you! 


. BRILL & COLMES WILL NOT 


UNDERTAKE A SALE UNLESS 
PRELIMINARY ANALYSIS _INDI- 
CATES SUCCESS! 

After we study your problem (with- 
out obligation to you) we will tell 
you what results you can expect. 
We never promise anything we can- 
not accomplish. Our records prove 
that in many cases the results were 
far better than were anticipated! 


. BRILL & COLMES GIVE ALL 


SALES PERSONAL SUPERVISION 
Whether your business is large or 
small, Robert Brill and Louis Colmes 
will give your sale the attention it 
requires to be successful. Our per- 
sonnel are well-trained and have been 


with us for years! 


lf you prefer to sell your 
store—Brill & Colmes will 
give you top dollar! 


Write © Wire * Phone Collect 





In Strict Confidence 


BRILL & COLMES 
and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 


Members Jewelers Board of Trade 
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Hamilton repeats spring boost 
for diamond watch sales 


Following in the wake of four 
years of spring diamond promotions, 
the Hamilton Watch Co. has an- 
nounced a new program for diamond 
watch sales. 

The coordinated program will fea- 
ture national advertising in maga- 
zines, radio and dealer display mate- 
rials. Color ads have been placed in 
the Reader’s Digest, New Yorker and 
National Geographic; radio spot an- 
nouncements are heard in the nation’s 
top 20 market areas. 

Theme of the campaign highlights 
the Hamilton diamond watch as the 
most appropriate gift for all impor- 
tant occasions. 

A window display for dealers fo- 
cuses attention on Hamilton diamond 
watches dangling from the branches 
of a gilded tree. 


New ‘watching eye’ anti-theft 
device described in booklet 


If pilfering is a problem in you 
store, you might be interested in a 
booklet called T he Case of the Frus- 
trated Shoplifter, published by Best 
Industries. 

The booklet describes the firm’s new 
optical theft-prevention device, the 
Best-Vue “Watching Eye” reflector. 
This convex mirror is said to enable 
store personnel to see at a glance the 
movements of all customers, even 
those in “blind” areas. 

“Watching Eye” comes in 26-inch 
and 36-inch diameters. The 36-in size 
is available in a double-faced style. 

Contact Best Industries, Inc., Dept. 
L, 5 N. Wabash Ave., Chicago. 
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Parker has merchandising plan 
for jewelry store pen sales 

The Parker Pen Co. has announced 
that new promotional efforts are being 
tailored on both national and local 
levels to increase pen sales in jewelry 
stores, 

Basing the move on ‘“‘a very notice- 
able trend back to the fountain pen, 
and an increasing use of _ higher- 
priced ballpoints,” the firm claims 
that the logical outlet for this kind of 
merchandise is the jewelry store. 

To back up these sentiments, 
Parker has assembled two _ special 
jeweler product assortments, along 
with a display case and window tray. 
Ad mats are also available. 

The display case is glass-inclosed, 
has four tiers and is framed in walnut 
with a frosted finish. 

According to Parker, its new mer- 
chandising program will help jewel- 
ers double pen sales within the year. 


‘ 


Heirloom marks ‘Sentimental’ 
anniversary with promotion 


To introduce its new “Grandeur” 
pattern, the Heirloom Sterling divi- 
sion of Oneida Silversmiths featured 
a limited-time “Buy 3 Get 1 Free” 
promotion. 

Deciding that this program was a 
great success, the firm will feature 
a similar promotion to celebrate the 
first anniversary of its “Sentimental” 
pattern. The promotion will run from 
July 1 through Aug. 12, and will en- 
able consumer and dealer alike to 
purchase three of any item—single 
pieces, place settings or complete ser- 
vices—and receive the fourth one at 
no charge. 

To help the retailer with this pro- 
motion, Heirloom will offer complete 
merchandising support, including 50- 
50 cooperative advertising, displays 
and special mailing pieces. 


Display unit from Uncas shows 
30 individually packaged rings 


—— 


Thirty costume rings, retailing at 
$1 each, are shown in a graceful arc 
display unit from Uncas Manufactur- 
ing Co. 

Designs range from a single domi. 
nant setting to a complex “aurora 
borealis” motif. Each ring is fitted 
with a hidden adjustable device and 
is displayed in a two-piece, telescopic 
box. 

Display unit is free with each 
of 12 dozen boxed rings. 


orde} 


Die-struck findings featured 
in Modern Settings’ catalog 


Modern Settings, Inc., has released 
a new 12-page catalog illustrating the 
firm’s line of die-struck findings. 

Among the items shown are ring 
blanks, settings, old English letters 
and miscellaneous small findings. 

The firm’s merchandise is stocked in 
both 14K and 10K yellow and white 
gold. 

Contact Modern Settings, Inc., 
12th St., New York. 


Collection of Universal Geneve 
watches sent on tour by Holzer 


Holzer Watch Co. has announced 
that a unique collection of Universal 
Geneve watches is now available on 
a “limited engagement” basis for 
jewelers to display in their store win- 
dows. 

The collection, which features an 
array of one-of-a-kind bracelet 
watches, has been created to appeal 
to “a specialized market those 
fashion-minded women who love ex- 
travagance and can afford the luxury 
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of indulging their impeccable taste.” 

For information on how to obtain 
this loan collection, contact Holzer 
Watch Co., Inc., 420 Madison Ave., 
New York. 


international Silver has pins 
to promote sterling patterns 


The International Silver Co. has 
introduced a new “Pattern Circle” 
pin in 12 International Sterling de- 
signs. 

The pin consists of a miniature salt 
spoon mounted on a plain circle. Pins 
are rhodium plated, have safety 
clasps. Retail price is $1.50. 

According to International, the 
item makes an ideal traffic builder, 
and can be used to tie in with gradua- 
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tion promotions, as a complimentary 
gift at the time of pattern registry, 
and as a good will give-away when 
working with home economics classes 
or community civic groups. 

With each order of 100 pins, a 
color wheel display is given free. 
Without merchandise, the display is 
$1.50. A special newspaper mat is 
also available. 

Contact the International 
Co., Meriden, Conn. 


Silver 


Display for Linde Stars shows 
reflection from light source 


A new window or counter display 
has been introduced to show Linde 
Stars. 

Designed to carry six rings in foam 
pads, the display has two flashing 
lights intended to show that the six- 
rayed star is a reflection of a light 
source. When display is plugged in, 
stars in the rings appear and dis- 
appear as the lights go on and off. 

Display is distributed through man- 
ufacturing jewelers. 
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Built-in breeze featured in new 
display for Bulova's ‘Sea King’ 
A nautical theme is the highlight 
of Bulova’s new “Sea King” display, 
designed to show three boxed watches. 
Unit features five pennants that 
actually flutter in a  fan-created 





breeze. Prominently featured on the 
display is a listing of the watch’s out- 
standing features, including a _ pen- 
nant that points out that Bulova 
“Sea Kings” are certified waterproof 
by the United States Testing Co. 


College Seal has ‘selection 
plan’ for retail charm sales 


> 
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Inspired by what the firm calls ‘‘the 
great demand from jewelers every- 
where for more college charms,” the 
College Seal & Crest Co. has devel- 
oped a “selection plan” for the re- 
tailer. 

According to College Seal, its line 
of charms really sells itself. Authen- 
tic crests for almost every four-year 
accredited college are available in 14K 
or sterling. 

For more details on the “selection 
plan,” contact College Seal & Crest 
Co., 236 Broadway, Cambridge, Mass. 


‘ 
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Orange Blossom display doubles 
as window unit, night light 


A new, lighted display has been 
introduced by Traub Mfg. Co. to pro- 
mote its line of Orange Blossom en- 
gagement and wedding rings. 

The unit comes in a walnut case, 
trimmed with brushed aluminum. It 
can be placed in the window or used 


as a night light inside the store. Dis- 
play is 18 inches long, 7 inches high 
and 3% inches deep. It sells for 
$22.50. 

Contact Traub Mfg. Co., 1954 
McGraw Ave., Detroit. 


Krementz display unit shows 
six gift cases, has blue light 


A new display designed to show six 
leatherette gift cases has been intro- 
duced by Krementz & Co. 

Unit is made of polished natural 
walnut, features a blue, translucent 
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sign that is lighted from the inside 
with either a steady or flasher switch. 
The display is 17 inches wide, 10 
inches high and 6 inches deep. 

Contact Krementz & Co., 49 Chest- 
nut St., Newark, N. J. 


New display from Feature Ring 
has bride doll, carved tree 


Dee 


A trysting tree with “John Loves 
Mary” carved in its trunk highlights 
a new display from Feature Ring. 

The unit shows eight interlocking 
bridal sets, and features a bride doll 
gazing at the velvet ring pad. 

Newspaper mats are available to 
back up this new presentation. 

Contact your Feature Ring whole- 
saler or Feature Ring Co., Inc., 130 
W. 46th St., New York. 


Bride's registry book has page 
for each bride, washable cover 

A new bride’s registry book, fea- 
turing a washable, blue loose leaf 
binder stamped in gold, is now avail- 
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able from R. L. Mueller, merchandis- 
ing publisher. 

There is a separate page for each 
bride. Listings can be made of dinner- 
ware, stemware, sterling flatware, 
everyday china, stainless or plated 
flatware, glassware and miscellaneous 
items. 

Each registry book is accompanied 
by a display card on stand-up easel. 

Contact R. L. Mueller, P. O. Box 
843, Pasadena, Calif. 


Pan Technics has new scope for 
measuring golf-course yardage 

Pan Technics, Inc., has introduced 
a new device for golfers. 

Called the “‘Par-Scope,” the item is 
said to eliminate guesswork in mea- 
suring distance to the hole in yards. 

The scope can be compressed to 
fountain-pen length, and has a clip 
for attaching to pocket. To use, a 


golfer simply focuses the bottom 
hairline on the cup. Distance is de- 
termined by a system of graduated 
marks that line up with the flag. The 
mark that touches the top of the flag 
shows the number of yards between 
the golfer and the green. 

Contact Pan Technics, Inc., 470 
First St., Encinitas, Calif. 


Oneida makes chest offer with 
Community flatware services 


Oneida claims that the new “Colo- 
nial” chest for its Community Stain- 
less line is the most handsome chest 
ever offered with stainless flatware. 

The chest is 18 inches long, is made 
of willow wood with an Early Ameri- 
can maple finish. It has wooden knife 


IS A POPULAR SPORT. RE- 
SULTS, HOWEVER, ARE NOT 
ALWAYS SATISFACTORY. 
DON'T RISK LOSING A SALE 
BECAUSE YOU CAN'T LO- 
CATE A JEWELRY OR ALLIED 
MERCHANDISE SUPPLIER. 
USE THE JC-K JEWELERS’ 
DIRECTORY ISSUE. IT'S WELL 
STOCKED WITH SOURCE OF 
SUPPLY INFORMATION YOU 
NEED (AND CAN EASILY OB- 


TAIN} 


TO OPERATE AT A 


PROFIT—THE YEAR ‘ROUND. 


rails and is lined with blue fabric. 
With a 50-piece service for eight 
or a 74-piece service for 12, the chest 
costs $10. Each chest comes with 
bridal-theme hookover cards. 


Wittnauer watch wardrobe has 
eight possible combinations 


The new “Night and Day” watch 
wardrobe from Wittnauer enables a 


woman to change the appearance of 
her watch to suit her costume, the oc- 
casion or the whim of the moment. 

There are two changeable gold filled 
bezels, one white, the other yellow. 
Each bezel is set with synthetic sap- 
phire crystals. The four leather 
straps come in white, black, red and 
blue, making possible a wide variety 
of styles. 

In a presentation case, the “Night 
and Day” mode! retails for $89.50. 


Small stones look bigger with 
‘Superglo’ setting, Roskin says 


“Superglo,” a new setting said to 
work like the reflector on the inside 
of a flashlight, has been introduced 
by I. Roskin Co. 

The manufacturer claims that the 
setting literally spreads the brilliance 
of the stone, and that a five-point 
stone, when placed in “Superglo,”’ 
will have the spread of a half-carat 
stone. A 20- to 25-point stone will go 
to a full carat spread, Roskin says. 

Using “Superglo,” even the smallest 
stones can be set in “V” or fleur-de-lis 
settings. According to Roskin, this is 
possible with no other illusion mount- 
ing’. 

For further information, contact I. 
Roskin Co., Inc., 21 W. 46th St., New 
York. 


Remington honors two California 
jewelers in display contest 


Two jewelers were among 15 prize- 
winners in the recent “Rent your 
Window” promotion sponsored by the 
Remington portable typewriter divi- 
sion. 

The program involved devoting 
store windows to Remington port- 
ables for a 30-day period. To be 
eligible for prizes, dealers sent in 
photographs of their displays, which 
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were judged on the basis of original- 
ity, attractiveness and visual impact. 
Quality of photographs was not a 
factor in selecting winners. 

Jewelers who won $100 bonds in 
the contest were Proctor’s, Fresno, 
Calif., and Ed Tigges, San Francisco 

whose winning window is shown. 


Sheaffer introduces ‘threesome’ 
with pen, pencil and ballpoint 


A specially priced “Compact Three- 
some,” consisting of a cartridge foun- 
tain pen, a mechanical pencil and a 
ballpoint, is now being offered by 
Sheaffer Pen Co. 

All three instruments are from 
Sheaffer's “White Dot” line. The 
fountain pen has a usual retail price 
of $10, the pencil $5 and the ballpoint 
$3.95. Price for the threesome, in 
oift box, 1s $17.95. a Saving of $1. 

According to the company, the com- 
bination is being introduced ‘“‘to en- 
courage consumers to buy a higher 
unit of sale, which will increase deal- 
ers’ profits.” The threesome will be 
sold only through franchised Sheaffer 
retailers. 


Florentine look featured in 
new package from Wyler Watch 


A new watch package from Wyler 
Watch Corp. features decoration with 
Florentine-like trim and coat of arms. 

The boxes are lined with velvet and 
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satin. Ladies’ watches come in two- 
tone blue packages, men’s watches are 
boxed in a red package with gold 
tooling. Boxes are covered with simu- 
lated leather. 
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Bradley catalog shows wide 
selection of plastic boxes 


Bradley Industries, Inc., designer 
and manufacturer of a large assort- 
ment of rigid plastic boxes, has issued 
a new 1961 catalog of plastic boxes. 

The catalog contains 20 pages of 
illustrations and_= specifications of 
round, rectangular and tubular 
shaped boxes, with telescoped, hinged 
or slide covers, as well as partitioned 
styles. 

Complete quantity pricing is print- 
ed below each style illustration. 

Contact Bradley Industries, Ince., 
1650 N. Damen Ave., Chicago. 


Darn 


Onsa president goes to Swiss 
plant to help with 1961 models 


Ralph Salti, president of Onsa 
Watch Co. of America, Inc., has re- 
cently returned from a six-week visit 
to the Onsa plant in Lengnau, Switz- 
erland. Purpose of trip: to help de- 
sign a new line of watches for 1961. 

Mr. Salti says the new models are 
highly original in design, with the 
accent on extremely flat watches. A 
new electric watch, available in the 
fall, was also developed. 

Further information on the Onsa 
line may be obtained from the Onsa 
Watch Co. of America, Inc., 22 W. 
48th St., New York. 


Sure you can, but there comes a time when repairs 


It! 


are no longer feasible. Even watches quit run- 
ning, old gold jewelry wears out, styles in optical 


frames change...and there’s just nothing you can 


do with precious metal scrap except to recover its 


valued content. At Goldsmith Bros. we’ve been 


refining precious metal and paying highest prices 


to jewelers for over 90 years. ... For dependable 


returns and checks that satisfy, ship Goldsmith. 


Remember to include your sweeps, polishings, 


sink settlings, filings, etc. 


Over 90 years 
of service 


bbdamilhe Bros. 


DIVISION OF NATIONAL LEAD CoO. 


111 N. Wabash Ave., Chicago 2, Ill. ¢ 74 W. 46th St., New York 36, N.Y. 





A WATCHMAKER’S GUIDE 
TO ELECTRICITY 


Synchronous electric clocks 
have been with us for quite some 
time, and now “cordless,” D. C. 
motor-wound clocks are greatly 
in evidence. Almost daily, one 
hears of another energy-cell 
powered electric watch on the 
market. 
Sooner or later, the watch- 
maker will be called upon to 
service these timepieces, all of 
which without main- 
springs, the customary winding 
mechanism, or an escapement. 
they use permanent 
temporary magnets, 


operate 


Instead, 
magnets, 
electromagnets, wire coils of 
many types and functions, con- 
tacts or switches, relays, diodes, 
capacitors or condensers, accu- 
mulators, resistors, transistors 


® Every electric or electronic 
timepiece is based on magnetic 
attraction or repulsion. There- 
fore, we must learn something 
about magnets. There are three 
genera! types of magnetic func- 
tions in electric timepieces; 
permanent, temporary and elec- 
tromagnet. 

A permanent magnet keeps 
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By Henry B. Fried 
JC-K Horological Consultant 


(Part | in a series) 


Without an understanding of basic electricity, the 
watchmaker is stumped when it comes to repairing 
many modern timepieces. This series will give him 


the knowledge he needs 


and other electric-electronic de- 
vices. 

The average watchmaker is 
unfamiliar with these terms; 
much less does he understand 
their function. He views these 
strange timepieces with justi- 
fiable apprehension. Actually, 
these new types of timepieces 
need not be so fearsome if a 
study is made of the simple laws 
of electricity, magnetism and 
the elements of electronics, 
terms which seem more forebod- 
ing than they really are. 

This series is intended as a 
simple course of study and re- 
view of basic electricity as it 
pertains to timepieces. It should 
help the watchmaker to better 
understand and service the new 
electric or electronic timepieces. 


its magnetic powers almost in- 
definitely. Figure 1 shows the 
most familiar form of perma- 
nent magnet. However, perma- 
nent magnets may take any 
shape or form, as will be demon- 
strated later. 


Temporary Magnets 
A temporary magnet can be 


Figure 1. Permanent magnet. 


magnetized or attracted by an- 
other magnet, and has the prop- 
erties of a magnet during the 
influence of any other type of 
magnet. When this influence is 
removed, the temporary magnet 
loses its magnetism. Soft iron 
and other special alloys have 


this characteristic. Figure 2 


Figure 2. Temporary magnets. 
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shows a permanent magnet in- 
fluencing a temporary one in 
such a way that the temporary 
magnet has magnetic properties. 
The permanent magnet attracts 
pieces of soft iron (in this case 
cheap iron nails). The nails, 
now also magnets, attract other 
nails and they in turn attract 
others and so on. When we dis- 
connect the permanent horse- 
shoe magnet from the nails, the 
nails will no longer act as mag- 
nets and no longer attract or 
support others in magnetic sus- 
pension. 


Electromagnets 
Electromagnets exert a mag- 
netic force only when an electric 
current energizes them. Electro- 
magnets are most often coils of 
insulated wire or a combination 
of such wire coils and tempo- 
rary magnetic material. Almost 
every watchmaker has basic ma- 
terials for carrying out simple 
experiments to help him in this 
instruction. These are an old- 
fashioned A. C. demagnetizer, 
an old file, an old staking punch 
(or a piece of high-carbon steel 
rod), a soft piece of iron (or 
some pieces of soft iron binding 
wire), a bench compass used to 
detect magnetism in watches 
and a piece of clock mainspring. 
The demagnetizing coil is used 
to remove magnetism from 
watches which have become 
“permanently” magnetized. This 
is done by holding the watch or 
part in the coil and, while cur- 
rent is passing through the coil, 
drawing out the object in as 
wide an are as possible. How- 
ever, the same coil can be used 
to make “permanent” magnets 
of carbon steel objects by plac- 
ing the steel in the coil, pressing 
the button to allow current to 
flow through it and then abrupt- 
ly shutting off the current 
(while the object is still within 
the coil). In almost every in- 
stance, the steel piece will be- 
come permanently magnetized. 
For our experiment, an old 
file will do nicely, since this is 
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made of high carbon steel and 
makes a suitable magnet. In 
fact, some watchmakers pur- 
posely magnetize a large file to 
help them find a small steel part 
that has fallen off the bench, 
after which they demagnetize 
both file and part. 

Magnetize the file by placing 
its tip in the coil of the “‘demag- 
netizer” (as shown in Figure 3). 


material that fits these require- 
ments is soft iron. To prove 
this, we can subject a piece of 
soft iron to the influence of a 
permanent magnet and then to 
an electromagnet. Laminated 
strips of metal from the stator 
of an old synchronous electric 
clock are made of soft iron and 
can be used for this experiment. 
If they are not available use 


Figure 3. Magnetizing a file with a ‘‘demagnetizer.’’ 


Press the button for a couple of 
seconds and then release the 
current. The result will be a 
highly magnetized file. If you 
place this near a high-carbon 
steel staking punch, it will not 
only draw the punch to itself 
but the punch will also become 
a permanent magnet (although 
not as strongly magnetized as 
the file), retaining its magnet- 
ism after the file is withdrawn. 
This proves that steel objects, 
when brought close to a mag- 
netic field, become permanently 
magnetized. 


Controlled Magnetism 

In watchmaking, this is not 
desired, even in the existing 
electric or electronic timepieces. 
Since electric timepieces operate 
on a magnetic push or pull, it is 
necessary that the magnetic in- 
fluence end whenever desired. 
Therefore, a material must be 
used that can be magnetized 
temporarily. The most common 


cheap iron nails or pieces of soft 
iron binding wire. Place a num- 
ber of these small pieces on the 
bench and touch one of them 
with the magnetized file. The 


iron clings to the file. As you 
lift the file, the iron piece will 
hang from it. If you bring the 
suspended iron piece close to 
others on the bench, they will 
be drawn to the suspended piece, 
in a chain effect: the pieces at- 
tracted to the magnet become 
magnetized themselves, and at- 
tract other magnetic materials. 

Disengage the iron pieces dli- 
rectly attached to the magnet- 
ized file. Immediately, all the 
other pieces part. Try to pick 
up some of the pieces with the 
one that was attached to the file. 
Unlike the steel punch magnet- 
ized earlier, it cannot do this. 
Should there be some residual 
magnetism remaining in any of 
the iron pieces, it is because 
there may be a small amount of 
carbon in the iron. However, 
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this experiment proves. that 
some materials can be magnet- 
ized only temporarily. In elec- 
tric clocks or electric watches, 
permanent magnets are not used 
with temporary magnets—if we 
were to attract a magnetic bal- 
ance or a pendulum, it would be 
necessary to stop this pull as 
soon as the pendulum or balance 
neared the magnet, in order that 
the moving body could return or 
continue on its own momentum 
without clinging to the magnet. 
For this reason, electromagnets 
are used. These are coils of in- 
sulated wire, wrapped around a 
hollow cvlinder of some mag- 
netic substance such as soft iron 
or an alloy with the same prop- 
erties. 

Your demagnetizer is an elec- 
tromagnet, and this can be used 
to demonstrate a useful fact. 
Put some pieces of iron on the 
table. Then, place the demagnet- 
izing coils so that the hollow 
section is directly over the iron 
pieces. Next, press the button 
connecting the current. The iron 
will be drawn into the coil. Lift- 
ing the coil while the current is 
on will cause the iron pieces to 
cling to the inside of the coil, 
as shown in Figure 4. If we sud- 


Figure 4. Nails held by current. 


denly release the contact button, 
shutting off the current, the 
nails or iron pieces will drop out 
of the coil. If we lower the coil, 
holding it close to the iron 
pieces, and again press the but- 
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ton, the pieces will be drawn 
back into the coil and fall back 
again when the current is shut 
off. 

Suppose we put an iron 
weight on a string, and hold our 
coil at a spot near the end of 
this “pendulum’s” swing as 
shown in Figure 5. As the 


Swinging weight nears our coil, 
we press the button. This will 
draw the weight nearer the coil. 
Just as it is about to enter the 
coil, we shut off the current. The 
pendulum will swing a bit fur- 
ther on its own momentum and 
then swing back to the opposite 
side. When it swings towards 
the coil again we press the but- 
ton, and the pendulum will be 
drawn towards the coil once 
more; shutting off the current 
will cause a repetition of al] this 
motion. Thus we have a means 
of continuing a pendulum in mo- 


tion. All we need to have an 
electric pendulum clock is a 
switch to turn on the current 
(and shut it off automatically 
at the right moment) and a 
counting device to count the 
swings of the pendulum. 

If we placed temporary mag- 
netic tabs on opposite parts of 


Figure 5. Weight on 
string is attracted by 
coil, becomes a simpli- 
fied pendulum device. 


Figure 6. Simple elec- 
tric watch balance is 
made by temporary 
magnets placed on rim. 


a balance rim, had an electro- 


magnetic coil to draw these, 
and an automatic on-off switch, 
we would have a simple electric 
watch balance. Such a possibil- 
ity is shown in Figure 6. 


Compasses and Cells 

Since your demagnetizing coil 
runs on house current, we can- 
not operate a timepiece that has 
to be moved or carried—such 
as a watch. We will need some 
source of electrical current that 
is compact and can be carried 
with or attached to the time- 
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piece. Of course, we immedi- 
ately think of the familiar bat- 
tery. Technically, it should not 
be called a battery but rather, 
an energy cell. When two or 
more energy cells are linked to- 
gether, the combination is called 
a battery. Therefore, we will 
hereafter call our compact elec- 
trical energy source just what 
it is—an energy cell. (Figure 
7A); unless of course, the cells 





Figure 7A. Energy cell. 


are formed as a battery as in 
Figure 7B. We will not now go 
into the construction of these 
energy cells or describe the type 
of current they deliver. How- 
ever, we should have some addi- 
tional information on the elec- 
tromagnetic coil, that wonderful 
magnetic source that can be 
turned on and off better and 
simpler than water from a fau- 
cet. 

To learn more about this, get 
a large dry cell and some insu- 
lated copper wire such as that 
used in bell wiring. Next take a 
plece of old clock mainspring 
about 6 inches long and shape it 
to a tapered point at each end, 
starting outward from its cen- 
ter. With a prick punch, indent 
(do not pierce) its center so 
that it can rest, pivot-wise, on 
a tack or pin sticking through 
the top of a piece of pithwood 
(see Figure 8). Then, magnet- 
ize this piece of steel in the de- 
magnetizing coil just as you did 
the file. When you place the 
poised, magnetized, pointed steel 
spring on the pivot, you will no- 
tice that it will turn back and 
forth until it finally comes to 
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rest with one end pointing di- 
rectly north. It now acts as a 
magnetic compass, and will be 
very sensitive. This will be a 
teaching aid in the following les- 
sons on polarity, current direc- 
tion and many other interesting 
and useful things about electric- 
ity. 

Since one end of this compass 
points to the north magnetic 
pole we can mark this end N and 


Figure 7B. Battery of cells. 


its opposite point 8S. This can 
be done with a scratch awl or 
colored lacquer. Generally, the 


ital 


Figure 8. Elementary compass. 


Figure 9. Swinging file compass. 


darker point indicates north and 
the lighter colors, south. 

Let us go back to our energy 
cell. With it we can demonstrate 
some things about a simple coil 
of insulated wire, its magnetic 
power, how this power can be 
increased, and something about 
the polarity of an electromag- 
netic coil. 

If a magnet (even our own 
magnetized file) is suspended 
as shown in Figure 9, it will act 
just like our pivoted mainspring 
strip, and become a directional 
compass. This is because one end 
will be attracted to the earth’s 
north magnetic pole and the op- 
posite end to the south magnetic 
pole. Thus all magnets have 
polarity. This includes perma- 
nent, temporary and_ electro- 
magnets. i om 


Neat month: A continued, more 
detailed discussion of magnetic 
polarity and its significance to 
clocks, watches and watchmak- 
ers in this modern world. 





92% 


of all jeweiry stores 


have repair departments 


So, chances are you have 
one. You can profit by 
learning how other jewel- 
ers operate their repair de- 
partments. It's easy! Just 
get a copy of How to Make 
More Profits From Your 
Repair Department, by Bill 
Scheibel. His book is a dis- 
tillation of the experience 
of successful jewelers in 
all parts of the country. His 
findings, presented simply 
(but complete with charts 
ana sample control sys- 
tems). can mean more 
profits for you. 


Get your copy of this 
valuable book. Send just 
$1.50 to JC-K, 56th and 
Chestnut Sts., Philadelphia 
39, Pa. 














WORK SH O P 
QUESTIONS 
and ANSWERS 


NO PENDULUM—We have an old 
French clock which has no pen- 
dulum, but has a sweep second 
hand running on an extended 
pendulum on top. The movement 
has two set screws which are 
supposed to slow down the sec- 
ond hand. We have tightened 
these screws as close as we can, 
but the clock still runs too fast. 
There is no escapement. Please 
tell us how we can get this clock 
to regulate.—F. Cimino, New 
York Watch Co., Utica, N. Y. 


Answer: | am almost certain 
that your clock requires a pen- 
dulum—but not the type you as- 
sociate with other pendulum 
clocks. Yours is a conical pen- 
dulum. The “second hand”’ is 
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actually a steel index meant to 
supply rotary motion to the 
missing pendulum. Generally, 
the pendulum hangs from a 
chain or silk cord that is clasped 
in the hand of a statue of a 
woman. The pendulum in this 
case has a ball for a bob rather 
than a disc. The bottom of the 
ball has a steel projection which 
reaches slightly below the sec- 
ond hand you mention. The in- 
dex, turning around and around, 
pushes the pendulum in a circu- 
lar are which, with the pen- 
dulum rod, describes a conical 
silhouette. The period of oscilla- 
tion or rotation is the same as 
that of a regular pendulum, ex- 
cept that, since the pendulum 
makes a full, continuous 360 
degree arc, each full turn is 
equal to two oscillations of an 
ordinary pendulum. To deter- 
mine the period of oscillation, 
merely turn the “Shand” manu- 
ally, and count the number of 
turns it takes for the minute 
hand to move five full minutes. 
Then divide by 300 to obtain the 
period of each second. In this 
case, your pendulum, from the 
point where it hangs to the cen- 
ter of the ball, should be a little 
more than nine inches. If you 
will examine the clock case, you 
will probably notice that the top 
did at one time have a statue 
resting on it. It should be easy to 
find one and make a pendulum 
for it. The French used these 
clocks extensively in the first 
half of the 19th Century. On a 
much larger scale, similar clocks 
were used to control the speed 
of observatory transits in fol- 
lowing the path of stars, since 
an ordinary excapement clock 
moves in jerks with each lock- 
ing and unlocking of the escape 
teeth. 


ELECTRIC QUESTION—I have read 
that numerous factories are now 


making electric watches. Are 
most of these watches based on 
the same idea? Is there any dif- 
ference between the Swiss elec- 


tric watch and the new Timex? 
Why is the Bulova model called 
“electronic,” while Hamilton’s is 
called “‘electric’? Are there any 
other kinds of electric watches’? 
— Birney’s Jewelry, Houston, 
Texas. 


Answer: Wow, quite an order! 
The Timex and the Hamilton are 
similar in that the electromag- 
netic coils are mounted on the 
balance wheel. This allows a 
definite polarity, depending on 
the coi! and the direction that 
the current, fed by the power 
cell, flows through the coil. This 
action works in conjunction with 
a strong permanent magnet situ- 
ated on the movement. The coil’s 
attraction for the nearby mag- 
net can be turned on and off. 
The Swiss and French (Lip) 
watches don’t use permanent 
magnets. The coil is stationary 
on the movement, and a perme- 
able metal is a part of the bal- 
ance. The Bulova is called “‘elec- 
tronic’”’ because it uses a tran- 
sistor to release electrical 
impulses to a tuning fork vi- 
brating svstem. For more in- 
formation on electricity and 
electronics, see the new series 
of articles starting in this issue. 


* % * 


MINUTE TEETH—Will you please 
tell me why in the world two 
teeth in a minute wheel should 
break off in a waterproof watch 
that is almost new ?—Dan Hef- 
ner, Harrisonburg, Va. 


Answer: A tight cannon pin- 
ion will sometimes cause teeth to 
break. Also, when the cannon 
pinion is replaced on the center 
post while the minute wheel is 
in place, the pinion leaves, when 
snapped into position, will pinch 
parts of the meshing minute 
wheel teeth if the leaves are not 
matched up properly. This 
weakens the teeth, and strain 
during the setting will snap 
them off. This can also be caused 
by a loose set bridge, which will 
make the setting wheel ride up 
on the minute wheel instead of 
meshing with it. 
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SPECIALIT FOR LIMITED TIME ONLY ] 


TRADE-IN 
ALLOWANCE 


ON MODEL G-7 WATCHMASTERS AND PAULSON TIMERS 


WHEN YOU PURCHASE A NEW 

















WATCH-RATE RECORDER 
FOR CASH 
OR ON TIME PAYMENTS 





AVOID COSTLY MAINTENANCE — 
PROFIT BY THE MODERN FEATURES | 





MODEL G-47 (Drum). Preferred by those whose 
work requires the most thorough analysis and 
exacting correction of ‘problem watch” troubles. 


MODEL G-57 (Tape). Preferred where repair 
demands require instantly visible records, continu- 
ous charts and/or high production. 


ALL WATCHMASTERS are guaranteed accurate 


to 1 part in 100,000 and have odd-beat watch 
settings. 


SEE, ALSO, THE NEW ULTRASONIC CLEANERS 


Watch 
Cleaner 











Jewelry 


oT —- i YOU INCUR NO OBLIGATION 


FAST, SAFE, ECONOMICAL, THOROUGH! 


AMERICAN TIME PRODUCTS 


DIV. OF BULOVA WATCH COMPANY, INC. 


61-20 Woodside Ave., Woodside 77, L.I., N.Y. 
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SECURITY 
MAINSPRINGS 


for Swiss Watches 


ARE MADE BETTER 


Security Mainsprings are handmade of 
. cold rolled, heated 


in charcoal, and tempered in animal grease 


finest Swedish steel .. 
(other methods are cheaper but not so 
effective). After hand polishing, your Se- 
curity Mainsprings are hand finished, oiled 
and sealed in moistureproof aluminum foil. 
Recognized as the finest by watchmakers 


for over SU vears. 


IN the “Card Indexed” File Cabinet 


No. 21 — | Gross (fi Each of 144 Nos.) 
Popular Sizes $42.60 


No. 21'/,-—!/2 Gross (1 Each of 72 Nos.) 
Most Popular Sizes 28.10 


No. 24!/,.—'/2 Gross (For American 
Watches) Popular Sizes 28.60 


Order from Your Newall Jobber 


®, 


IN EWALL MEG. CO; 


THE ACC 2 BL 





‘into the 


this time, but 





Gem City Business College 


School of Horology Division 
Quincy, Illinois 


(Formerly Bradley University School of 
Horology, Peoria, Ili.) 


Complete Courses in 
WATCHWORK 
ENGRAVING 
JEWELRY 
STONE SETTING 
New Classes Begin Every Monday 


Throughout the Year 
Write for Free Bulletin 











ACON@ 


THE GUARANTEED WATCH CROWN 


ACON WATCH CROWN CO. 
Eldridge $1., New York 2, N. Y. 
Monel ecture:s of Gold Filled Coowee 


Complete line incivdi 
“9 wet ec/ 
Seid throvgh Wholesclers & ‘Scbbore 


-up a ladder in 
_ down, move the clock hands, and 
then seem by devious means to 


In this 
' motion” 
_cealed mainspring and gears. 





We repolr all types of cases, chrono- 
graphs cond stainiess, and make coift 
springs for cases. We also sell used } 
replacement movements. 

Write for information 


BECKER-HECKMAN COMPANY 


| 9 Rast Medisen Street Chieage 32. iliineis 
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FRIED’'S 








Serious watch and clock col- 
lecting did not begin until well 
19th Century. Some 
people did collect clocks before 
not for their 
antique attraction. They mere- 
ly liked to have a number of 
them around. Henry VIII was 
one of these early “collectors,’ 
and he often gave clocks as gifts 
to his friends. 

One of the early books writ- 
ten on the lore of timepieces is 
Edward J. Wood’s Curiosities 
of Clocks and Watches, pub- 
lished in 1866. This book is now 
a collector’s item itself. It de- 
scribes many early devices that 
were planned more for novelty 
than for precision time-keeping. 

Some modern collectors con- 
centrate on these weird ex- 
amples of the watchmaker’s art. 
They are attractive, and they 
certainly are different. An ex- 
ample is the “floating turtle” 
clock, in which a small “turtle” 
floats in a copper dish, keeping 
the time by lining up with 
numerals on the edge of the 
dish. Of course, the ‘“‘turtle’”’ is 
controlled by a magnet attached 
to an hour hand below the dish. 
Another example is the clock 


that appears to be a perpetual 


Metal balls go 
scuppers, roll 


motion device. 


send the next ball up the ladder. 
model, the “perpetual 
is performed by a con- 


Home-grown Models 
American clockmakers made 
their share of these oddities, and 


_they are much sought after by 


collectors. Some of these are 
clocks with flying ball pendu- 
lums, torque pendulums, and the 
wagon-spring clock shown here. 

This ingenious little device 


was made, perhaps appropriate- 
ly, in Brooklyn, by a clockmaker 
named Ives. Back in the 1830’s, 
Ives came up with the idea of 
laminating a group of short, stiff 
springs, and by a series of 
levers making the clock run for 
more than 30 days on one wind- 
ing. 

The pendulum, which normal- 
ly hangs in front of the clock, 


———- % * : 
~~ ad 
+ 


has been removed to show the 
tensed spring and spring an- 
chorage. 

This clock, which is from the 
author’s collection, was once 
housed in a simple store-clock 
case. Other ‘“‘wagon = spring” 
clocks by Ives and his many 
licensees were housed in beau- 
tiful steeple cases. 

These clocks are very much in 
demand by American collectors, 
and quite a premium is paid for 
them. 











SINCE 1877 
BOWMAN 
. TECHNICAL 
SCHOOL 


Courses in Watch- 
making and repair- 
ing 
You can enter 
anytime 


INDIVIDUAL INSTRUCTION 


c. E. BOWMAN, Prinelpal 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
**Your Future & Gur Scheel"’ Bowman Bidg., Lancester, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 


“HELP WANTED’’—“LINES WANTED’’—and “SIDE LINES’’— 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- 
viations count as words. 


@ if answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


@ No Agency Commission. 


In answering Box Numbers address 
Circular-Keystone, unless otherwise instructed. 
enclose letters of recommendations. 


envelope ‘Box —,’' 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered. 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.’’ 


care of Jewelers 
In answering ads, do not 
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ENGRAVER: finished man, age 56, many 
years’ experience; good references; de- 
sires change; address, “P, #705," care 


of JC -I< 
WATCHMAKER, JEWELER, 
_—- Master and_= state 
seeking responsible position ; 
address. “CC, 6736. care of JC-kK 
WATCHMAKER, GOOD MECHANIC, 14 
vears fine store; improper experience; 
take charge repairs, estimating 
New York City, Long Island, Suburbs: 
address S, 6630,° care of JC-K 
MANAGER; 17 years’ 
ently managing store 
leading diamond 
change address, “‘S, 
JC-K 
TO SALESMAN, personable 
“uggressive;: heavy retail 
perience desires change to good 
sale line: Jersey resident : 
plus; address, “G, 6760," care of 
YOUNG LADY: many years’ 
in Wholesale and jobbing jewelry line: 
desires position in order and repair 
department: <A-1l references: address, 
“hdl,” care of JC-K. 
MANAGER, SALESMAN, 35 years’ ex- 
perience all and every phase credit and 


diamond 


setter ft 


licensed 


sSaiCs , 


experience 
for large chain: 
salesman: desires 
i622,’ care of 


pres- 


and 


S1LO.000 
JC-K 


experien¢ t- 


cash business, wishes affiliation with 
Southern California organization: ad- 


dress, “V, #748." care of JC-k 


SALESMAN, MANAGER 16 yrs. experi- 
ence: presently managing store for 
large chain; prefer smaller more _ inti- 
mate operation: address, “SS, 6639." 
care of JC-K. 

ASSOCIATE GEMOLOGIST, AGS /certi- 
fied watchmaker; 12 years’ retail ex- 


perience, seeks responsible position with 
AGS firm or firm willing to affiliate: 
address, “ 5752.” care of JC-K. 
POLISHED RETAIL diamond 
college graduate, Gemological 
of America training: 


675 
salesman: 

Institute 
lo years’ experi- 


ence; seeKs change: address, "S, 6697, 
care of JC-K. 
DIAMOND MAN, expert = assorter, 


buyer; 15 years experience, age 
35, married, children; desires posi- 
tion with reputable concern; finest 


references; address, “S, 6624.” 
‘are JC-K. 
EWELERS’ CIRCULAR-KEYSTONE. JUNE 1961 


COUNTERMAN ; 

establishment lower 
nearby Jersey admir- 
high class executive: 5 
bondable: address, “S, 
bHii5,’ care of JC-K. 
MANAGER, BUYER: 
vears heavy chain 
credit or guild; top 
ings over $12,000: 
would buy into 
“LD, 6733," care of 
"ATCHMAKER § 16 
tvpes of watches, 
jewelry repair, 
Hamilton 
desire 


address, 


RETAIL DIAMOND 
available finer 
Manhattan or 
ably qualified 
figure calibre 
ageressive LS 

store expe! ience : 
salesman: earn- 

Calif. resident: 

operation: address, 

JC-k., 


“— 
a 


repairs all 
split timers, clocks, 
ring sizing certificate 
electric watch repair, 
to relocate west or 
“A. 6749.” care of 


years ; 


sales 
sincere south- 
west 1*-WK 
WATCHMAKER, JEWELER, ENGRAY- 
MR: 25 vears’ experience: 10 yvears self 
employ ed: references ; Bowman 
graduate position with iirst 
Class retail store; address, “S, 666%, 


care of JC-K 


MANUFACTURERS 


finest 


desires 


REPRESENTA- 


TIVE: well established with West 
(Coast retail jewelers, desires one ad- 
ditional volume potential line; at pres- 
ent representing well known mfr. with 
very successful results; address, “S, 
6727." care of JC-K. 

“RIGHT HAND MAN manager-sales- 
man: now employed; will relocate 
complete knowledge retail credit = op- 
erations initiative, enthusiasm and 
determination plus intelligent and prof- 


itable performance assured address, 
“kK, 6724.” care of JC-K. 
DIAMOND 


agrgresslve ; 


RING SALESMAN: young, 
$30,000 yearly earnings: 


consistently with nationally known ring 
firm for 10 years; traveling middle 
Atlantic states: best references: will 
entertain and will relocate for any 


reasonable proposition; principals only ; 
“L., 6375,” 


address, 6375," care of JC-K 
MANAGER, top in creative sales; 50 

vears’ experience in all phases credit 

jewelry store operation; credits, col- 


lections, window trim, merchandising, 
personnel supervision; presently em- 
ploved, desires change: married, 5), 
college graduate; address, “K, 661," 
care of JC-K. 


ABOVE AVERAGE SALESMAN with 
successful production covering the 
entire Southwest over 100 vears; 
desires strong side line with poten- 
tial and nominal drawing account: 
services available only on this basis 
and results in turn assured; ad- 


dress, “R, 6616,” care of JC-kK. 














SWISS 
rood 
USA 
mian; 15 
watches 


ences ° 


TRAINED 


‘ertified watchmaker, 
salesman : 3 


! years old: in the 
Since 1954; outstanding crafts- 
» years’ experience all type 
and clocks; excellent reter- 
Ps; seeking responsible, permanent 
position; address, “E, 6713," care of 
(*-h 


( 
» 
» 


> ah a , . , ~ , - - 

PRESENTLY EMPLOYED MAN. 
AGER, experienced merchandiser. 
prestige as well as popular items: 
broad background; 25 years ex- 
perience sales, personnel, credit & 
collections; married, college gradu- 
ate; family needs dictate Western 
states; address, “L, 6744.” care 
JC-k., 

MANAGER, 36 years old; worked way up 
from bench to manage large volume 
installment store; have reached my 
peak with present concern but know 
too much about this business to stay 
Where Ll am; do you have an opportu- 
nity for a conscientious, sincere, know!l- 
edgeable executive for any situation 
Prefer N. Y. C. or metropolitan area; 

address, “B, care of JC-K. 

FINE JEWELER with 25 years’ experi- 
ence producing gold and platinum spe- 
cial orders requiring thorough crafts- 
manship;: complete knowledge of all 
phases of production work from de- 
signers sketch to finished product, in- 
cluding administration; factory super- 
visor: New York City; aggressive iirm 
only; presently employed; address, “C, 
6734," eare of JC-K. 

DIAMOND BUYER; production man- 
ager; wishes to affiliate with large 
diamond ring manufacturers’ or 
importers; long experience taking 
complete charge of production; 
consider worth while proposition on 
commission basis; excellent source 
of supply; finest references; well 
known in trade as to character and 
ability; address, “650,” care of 
JC-k. 

YOUTH & EXPERIENCE, executive 
salesman, 38 years of age, college 
background, with 20 years experi- 
ence in management, sales promo- 
tion, advertising, purchasing, de- 
signing and credit procedures in 
jewelry industry; direct contact with 
jewelers, dept. stores and specialty 
stores in Middle West, South & 
Western states, is available with 
sales organization or as individual 
for strong future with aggressive 
firm: please contact Box 367, care 


of JC-K, 360 N. Michigan, Chicago, 
il 


6755,” 


LINES WANTED 





SALESMAN, well established with fol- 
lowing in New York and surround- 
ing states; desires top line; address, 
“F, 6431,” care of JC-K. 

OHIO-PENNSYLVANIA;: salesman with 
top line, successful, experienced di 
sires strong, well established side lines 
address, “S, 6775." care of JC-k 

DALLAS RESIDENT desires to 
lish sales office for important diamond 
and/or watch firm; address, “S, 6751,” 
care of JC-K. 


estab- 


12 YEARS retail buyer and seller, de- 
sires to travel: interested in high class 
lines: Southern states preferred ad- 
dress, “R., 6747," care of JC-K 

SALESMAN; established following; 
Washington, D. C., Western Pa., 
Pittsburgh, W. Va., Ky., Tenn., 


seeks quality jewelry line only; ad- 


dress, ““Y, 6765,” care of JC-RK. 


SILVER SALESMAN, formerly with 
Krank M Whiting Co., desires good 
line: New York City: address, WIL.- 
LIAM B GROVER, 58 Abbev Close, 
Scarsdale, N. Y. Tel. SC 5-5415 
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SAN FRANCISCO resident open for short 
line of solid gold or plat. dinner ring 
and unusual wedding ring for high 
class stores, to retail not over $1,000; 
address, “W, 6721,” care of JC-k. 


SALESMAN, well established; follow- 
ing D. C., western Penna., Pitts- 
burgh, W. Va., Ky., Tenn., desires 
quality g. f., s/s’ or 14K gold line 
jewelry; address, “Y, 6717,” care 
JC-K. 


SALESMAN : excellent established follow- 
ing to the finest stores; Chicago west 
including Pacific Coast; seeks quality 
companion to exceptionally fine 
gold jewelry line address, “R, 66061," 
eure of Jc Ix 


SALESMAN carrying prestige sterling 
and plated hollowware seeks non-con- 
flicting line for better jewelers, gift 
shops and dept stores In New York 
and surrounding address, “P, 
6758," care of JC-K 

WELL QUALIFIED ANID 
ENCED traveling salesman, high cali- 
ber, well educated, good personality 
and possessing all the attributes neces- 

to successfully represent a num- 
firm addess, “S, 6740," care 


areas 


KX PERI- 


DIAMOND SALESMAN covering small 
and large towns in Middle Atlantic 

States for 12 years, enjoying ™ mil- 
lion dollar volume now available for 
diamond, stone rings, wedding rings, 
watch lines, catalogzue lines, et in- 
terested in one good major line or sev- 
eral lines will entertain any reason- 
able proposition ; will relocate; address, 
“A, 6376," care of JC-K 


INGLISHMAN, resident London, former- 
lv export sales manager leading world 
famous manufacturer silver, silver 
plated and stainless steel hollowware 
and cutlery wishes to represent and 
develop sales U. S. maker similar 
fancy goods lines in Great Britain 
Murope widely traveled 
kets; good contacts departmental and 
specialized retail outlets: also catering 
trades : ‘ 
J(-K 


MEAPERIENCED, seasoned salesman 
wants important manufacturers line 
for Boston and New England; prefer 
established quality line: not interested 
in lines that constantly change men 
f you have something worthwhile to 
offer you will receive constant, intelli- 
vent, effective representation from an 
aggressive young man with a good 
education, fine sales background and 
excellent following : address, ““M, 676%,’ 
care of JC-K 


these 


address, ; I 6766 CATeC ol 


FIRST CLASS jewelry representative 
for West Coast, for ladies very fine 
14K gold dinner rings, single stone 
sets and wedding rings; address, 
“K, 6738," care of JC-K. 

MANUFACTURER of outstanding line 
rold wedding rings to retail jewelers 
and department many terri- 
tories open; commission basis; address, 
“K, 6708," care of JC-K. 


Sfores 


SALESMEN: established following among 
jobbers and chain carry a 
popular priced gold stone ring line 
state experience, territory, references: 
drawing against commission 
~_ oe i care of JC-K. 

AVAILABLE outstanding stone ring 
and wedding ring line for additional 
volume; commission basis; only 
salesmen with established territories 
considered; address, “B, 6690,” 


care of JC-K. 


SALESMEN to carry hand set, cast 
white metal & brass line; one of 
the finest for retail jewelers; we 
have established following South 
Jersey to Florida; comm. basis; 
address, ““W, 6731,” care of JC-K. 


stores: 
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address, 


SALESMAN for metropolitan New York 
and New England, to sell top line of 
14K. sterling and gold filled charms, 
bracelets and other fine items to the 
best stores: line available for the Fall: 
address, “C, 6728,’ care of JC-K. 


SALESMAN with established § territory 
calling on retail stores; manufacturer 
line ladies’ 14K stone rings, pearl rings, 
14K crosses, gents 10K _ stone rings 
drawing against commission: excep- 
tional opportunity ; references; address, 
“J, 6299,” care of JC-K. 


SALESMAN : manufacturer in the process 
of forming new gold ring and pendant 
line; all trritories open; must be ex- 
perienced and have following among 
jobbers and chain stores; all inquiries 
confidential: address, “G., 6714,” Care 
of JC-K 


14K GOLD COIN FRAMES and college 
emblem charms: only 3 trays but an 
excellent money maker and door 
opener: territories available: Far West 
and South excluding TOLA; write stat- 
ing territory covered and lines now 
carried: address, “W, 6718,” care of 
JC-K. 

SALES REPS WANTED; nationally 
known steel products firm, now diversi- 
fied in electronics, seeks representa- 
tives to sell guaranteed line of trans- 
istor radios already proved ae sales 

exclusive territories: send de- 

tails including customer coverage: ad- 


dress, “D, 6735," care of JC-K. 


‘ALESMEN WANTED; West's largest 
manufacturer of low priced I4h 
and cultured pearl jewelry; this is 
a short powerful fast selling line 
with proven promotion; as a side- 
line has excellent, fast method of 
presentation; send complete res- 
ume; all replies held confidential; 
address, “G, 6730.” care of JC-K. 


PEX QUADRA-FLEX nationally 
known prestige watch bands, has sev- 
eral territories open: line is light, 
compact and easy to work with; ideal 
as a second line for those with estab- 
lished retailer following; straight com- 
mission; territory protection; furnish 
references and experience; correspond- 
ence confidential: address, “A, 6719,” 
care of JC-K. 


SUCCRBSS ; 


HELP WANTED sats ¢ 


WANTED: good jewelry workman and 
stone setter: permanent position; write 
HUFF’S JEWELRY STORE, Box 16355, 
Roswell, New Mexico. 


SALESMAN for retail jewelry store; 
cash and credit; permanent posi- 
tion; salary $150 per week; LET- 
WINGER JEWELERS, 37-09 82nd 
St., Jackson Heights, L. I., N. Y. 


SALESMAN calling on better stores to 
present outstanding line of sterling 
silver personalized jewelry and novel- 
ties: established firm: state territory 
address, “D, 6778," care of JC-kh. 


TOP SALARY PAID to 10 or 12 exper'- 
enced watchmakers interested in bench 
work: top salary to the right man: 
write full particulars and references 
to “G, 6750.” care of JC-K. 


EXPANDING jewelry chain needs first 
class sales manager; several locations 
open; top sajary scale, plus possibility 
of supervising several stores; address, 
Cc. J. SILVER, PRESIDENT, 14 W 
7th, St. Paul, Minnesota. 


DIAMONDS, manufacturer. of , Ct. 
stones and up wants to contact rated 
distributors or wholesalers with fol- 
lowing among better jewelers and 
manufacturers to carry his stock; ad- 
dress, * 6753.” care of JC-K. 

EXPERIENCED JEWELER, able to do 
diamotid setting, special order and re- 
pairs; for trade shop in Southern 
Calif.; permanent position and good 
salary to right man; address, “S, 6774,” 
care of JC-K. 


SALESMAN; to represent nationally 
known watch band manufacturer, 
selling jobbers and_ wholesalers 
only; territory open South & South- 
west: established accounts; address, 
“C, 6761." care of JC-K. 


‘ANTED, FIRST CLASS WATCH- 
MAKER; used to fine work, per- 
manent position; very nice salary; 
state of Ohio; no floaters to apply. 
please; send references; address, 
“S., 6725.” care of JC-K. 


SALESMEN to sell beautiful line of 
wholesale costume jewelry and im- 
ported beads to retailers; excellent 
opportunity for right men; WIL- 
LIAM ORKIN, INC., 373 Washing- 
ton St., Boston 8, Mass. 


SALESMAN; stationery dept., high 
class Sth Ave. retail jewelry estab- 
lishment; good opportunity; salary 
high; send resume or cantact us im- 
mediately; ABBINGTON EMPLOY- 
MENT AGENCY. I1 John St., New 
York City. 

ASSISTANT SALES MANAGER; large, 
general wholesaler, wants experi- 
enced salesman to travel with and 
help train national sales force call- 
ing on retail jewelry trade: real 
opportunity for right man; address, 


“B. 6746,” care of JC-K. 
SALESMAN, to carry $1.00 & $2.00 


retailers, scarab bracelets, ete.; all 
year round sellers; compact line; 
jobber and retail set-up; no draws: 
state territory and particulars first 
letter; apply, RUSSEL JEWELRY 
MFG, CO., 107 S. 8 St., Phila., P>. 


WATCH SALESMAN: need top man to 
handle quality watch line in Chicago 
area; will train and help develop es- 
tablised territory salary plus, offered 
to right man: all replies held in strict- 
est contidence send resume to “B, 
»s20.” care of JC-K 

SALESMAN WANTED § for. nationally 
Known manufacturers line of l4h 
ladies’ jewelry covering complete 
West Coast: straight commissions 
vive age, experience, references: cor- 
respondence confidential; address, “FE 
6732." care of JC-K. 

SALES REPRESENTATIVES calling on 
ewelry stores, dept. stores, gift stores, 
etc., for quality lines of Dutch and 
English pewter; protected territory; 
high commission: write stating terri- 
tory, background: address, “S, 6771,” 
care of JC-K 

PAWNBROKERS ASSISTANT COUNT- 
ERMAN: must have experience 9 1n 
pawnbroking: 6 day week: New York 
(itv shop; please state qualifications 
and experience and salary requirement; 
replies confidential: address, “J, 6770,” 
care of JC-K. 

SALESMEN:; one for West, one for Mid- 
west and East: outstanding line of 
mountings, pearl rings, pendants and 
brooches to wholesalers: accounts are 
established: address, CHAS. KOPPEL 
RING CO., 7 W. 45th St., New York, 
Mx: Re 

SALESMAN: exclusive’ retail 
store seeks experienced jewelry 
man to sell important jewelry 
employment record and recent 
not returnable: PERSONNEL 
TOR, LINZ BROS., 1608 Main, 
Texas. 


jewelry 


Dallas, 


LOOSE DIAMOND salesman for New 
York and adjacent states; only very 
experienced men now calling on and 
with following of well rated jewelers 
need reply; state references and past 
experience; address, “F, 6754,” care ol 
JC-K 

RELIGIOUS JEWELRY line to retailers ; 
available to salesmen with following; 
we feature the most extensive line in 
the country, with a complete catalogue 
to enhance additional sales; several 
choice territories still available; com- 
mission basis; address, “C, 6687," care 
of JC-K. 
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SALES-MANAGEMENT ; a splendid open- 


ing for an aggressive, hard working 
personable gentlemen, who desires re- 
sponsibility and resultant reward 
phone MR. BUSCH, Orange, N Z, 


REdwood 6-1131: BUSCH & SONS. 
established 1880, Newark & Sumnmiit, 
ae 








assist 
jewelry 
com- 


EXPERIENCED SALESMAN to 
in management of downtown 
store; excellent opportunity and 
pensation for aggressive young man 
salary and commission; enclose recent 
snapshot with application; MANX UN- 
GieR, 525 Smithfield St., Pittsburg! 
Pa. 


SALESMEN for Mich., Ind. & Ohio: ex- 


tensive line, popular priced sterling 
silver hollowware and baby goods 
many established customers in the 
territory; we are seeking experienced 


man with allied line for our CROWN 


SILVER LINE, 366 Fifth Ave., New 
EOex: 3, Ic Be 

THE PERFECT SIDE LINE for the 
RIGHT MEN with jewelry store fol- 
lowing: America’s finest factory pro- 
duced stone ring line; territories open 
Minnesota, Dakotas, Kast Centra 
States, Southern States, Rocky Moun- 
tain States; address, ‘““H, 6780," care o 
JC-kK 


SALESMAN with established follow- 
ing among finest stores in Texas 
and Middle West for leading im- 
porter of cultured pearls and man- 
ufacturer of fine cultured pearl 
jewelry; can be handled in addition 
to present line; address, ““W, 6764,” 
care of JC-K., 

SALESMEN with established territory 
for the Midwest and West Coast, to 
‘arry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CO., INC., 650 Elk St.. 
Buffalo 10, N. Y. 

EXPERIENCED SALESMAN covering 
department stores and retail jewel- 
ers in middle West (except Chi- 
cago) for fastest growing popular 
priced watches; commission; state 


full particulars; ORIS WATCH 
AGENCY, 15 W. 37th St., New 
York 18, N. Y. 

SALESMEN WANTED to sell complete 
line of famous Marshall products; ex- 
cellent opportunity to Zrow With 
AAA-1 company expanding with new 
standard lines; several good territories 
open; write, call or wire C & E MAR- 
SHALL CO., 1445 ; 


W. Jackson Blvd 

Chicago 7, Ill phone MOnroe 66-7247 
Dos IT NOW 

LARGE GROWING EASTERN CHAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good salary, 
pension plan and other benefits; 
write, S. W. RUDOLPH, RL- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse, 
N. Y. 

SOUTHEAST TERRITORY; top 
notch ring salesman with following 
to represent well established firm 
featuring a low price, quality stone 
ring line; contact our office to ar- 
range for an interview with our 
sales Manager, July 15 to 18 at 
the convention in Atlanta, Ga.; 
SPRING, Ring Stylists, 514 2nd 
Ave. West, Seattle 99, Wash. 

WE HAVE AN OPENING for an ag- 
gressive sales manager in one of 
our retail stores in the Midwest: 
good salary, bonus arrangements, 
hospitalization and good opportu- 
nity for advancement to supervisory 
area for a man who is not afraid 
of hard work and who is a good 
producer; address, “S, 6743,” care 


of JC-K, 
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DIAMOND RING SALESMEN wanted 
with fine retail following; estab- 
lished accounts; excellent line of 
complete diamond rings, wedding 
rings and diamond ring sets; also 
hand engraved wedding rings; all 
territories open at present; $30,000 
earnings possible to right man; 
send complete resume; all inquiries 
confidential; address, “R, 6741,” 


care of JC-K. 
SALESMEN WANTED; West's largest 


manufacturer of low priced 14K 
and cultured pearl jewelry; this is 
ea short, powerful, fast selling line 
with proven promotion; as a side 
line has excellent, fast method of 
presentation; all territories avail- 
able; send complete resume and 
territory you cover; all replies held 
confidential; address, “G, 6712,” 


care of JC-K. 
SALESMEN: ANDREAS DAUB, West 


Germany’s leading mfr. of gold 
filled and gold overlay jewelry, has 
openings in several territories; ship- 
ping from U. S. stock within one 
week; only experienced salesmen 
with following in fine jewelry and 
department stores need apply; com- 
mission 15%; contact U. S. repre- 
sentative; address, ““D, 6723,’ care 


of JC-K. 


ATCHMAKERS and department inan- 
agers; openings in leased watch & 
jewelry repair departments in leading 
department throughout country: 








- a ] 
a 


stores 


old established company seeking only 
men interested in permanent positions: 


conditions: 
sharing and 
age, experience 


excellent working 
health plans: profit 
sion plan: state 
dress, PEOPLE’S WATCH REPAIR 


eee 245-23rd St.. Toledo 2. Ohio 


WATCHMAKERS and estimators, 


froup 


for re- 


pair departments in retail department 
stores: national organization connected 
with one of the largest retail depart- 
ment chains in the country: employee 
discount, group hospitalization plan: 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 


East, South, Midwest and Southwest: 
address, “Circular Box 356," 360 J 
Michigan Ave., Chicago, Illinois 
TRAVELING SALESMAN to retail trade: 
territory Pittsburgh west to Kansas 
City, Chicago, Detroit and points be- 


tween; by long established and highly 
regarded New York manufacturer of 
diamond ring sets, fine genuine stone 
rings, Linde Stars, cultured pear! 
rings, earrings and pendants: the ter- 
ritory is well established with a solid 


background of currently active § ac- 


eounts : W e€ klyv draw : experienced 
salesman only need apply; address, 
“K, 6776," care of JC-K. 
WHOLESALER JEWELER CHAIN 
STORE OPERATOR); interested in ob- 
taining the services of a man with 
sound diamond and jewelry ' = back- 
ground, as well as experience in sys- 
tems and inventory control, to take 


department ; 

Denver, 
arranged 
first let- 


ring 
relocate in 
will be 
York: in 


diamond 
willing to 
(Colorado; interview 
in Denver or New 
ter, give complete details of jewelry 
industry experience, with complete list 
of references and proof of bondability 
write, “W 757," care of JC-K 


over our 
must be 


; 
O757, 


SALES OPPORTUNITY with nation- 
ally known quality line of watches 
selling through jewelers; territory 
well established with room _ for 
growth; want man interested in 
permanent position and willing to 
work; prefer experience in South- 
ern states; draw against commis- 
sion; state experience, age, family 
status; send snapshot; references 
not contacted without permission: 

WYLER WATCH CORP., 131 E. 23 

St.. New York 10, N, Y. 


OUTSTANDING OPPORTUNITY FOR 
ESTABLISHED SALESMAN; all 
on retail jewelers in New York State 
above Westchester County, Mass., 
Rhode Island, Conn., Vermont, 
Maine, New Hampshire and part of 
Penna. with largest line of mens 
and ladies gold rings set with syn- 
thetic stones and cultured pearls; 
liberal draw against commission; 
write in strictest confidence to MR. 
JAMES MARTELL, KIMBERLEY 
GEM CO., 62 W. 47th St, New 

York City. 

GORDON’S JEWELERS NEEDS 
STORE MANAGERS; Gordon’s has 
90 stores in Florida, Texas, Louisi- 
ana, Arkansas, Alabama, Arizona, 
Mississippi, Tennessee, New Mexico 
and Puerto Rico; 15 new stores are 
already under construction for 1961 
opening; many more planned; we 
need good, hard-working men with 
retail experience for future super- 
visors and zone managers; all com- 
pany benefits including Gordon’s 
famous Profit-Sharing Plan; write, 
or call for personal interview in 
strict confidence; MR. JAY COHEN, 
GORDON JEWELRY CORP., 600 
Stewart Bldg., Houston, Texas; 
phone CA 2-2345. 





FOR SALE 


Stores, Stocks and Businesses 
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CREDIT JEWELRY for sale; doing good 
business : modern; TAPPAN’S JEWEL- 
ERS, Gainesville, Texas. 
SMALL JEWELRY STORE, 
located: college town; low 
lease: gross $35,000; private 
sales room: sales, repair volume 
rood: address, “C, 6759," care of 
FLORIDA GOLD COAST 
credit & cash: A-1 location; 
opportunities for promotional 
operator: retiring: address, P. O. 


beautifully 
rent, long 
diamond 

very 
JC-K. 


established 
unlimited 
minded 
( BOX 


1015. MIAMI 1, FLORIDA 

ONLY JEWELRY STORE in Central 
Florida: community of 6500; ideal for 
watchmaker and wife: must sell on 
account of health: address, “C, 67683, 


care of JC-K. _ 
SOUTHERN CALIF., San Gabriel Valley, 


citv of 15.000: alone in central busi- 
ness district; ideal for couple : $9. 500: 
HAMMOND JEWELERS, Duarte, Cali- 
fornia 

$18.000 buys cash and credit clothing 
and jewelry store; low cost lease; 95 


years in business; 
HOPE-NEWMAN, 
Yonkers, N. Y 


time to retire; 
31 N Broadway, 


CREDIT JEWELRY STORE in Balti- 
more: industrial area for 95 years 
clean stock. excellent accounts : re- 


ceivable sacrifice for quick cash deal; 
“Pp. 6726,” care of JC-K 


address, 
FINE SMALL jewelry store, established 
10 vears: retiring: Midtown New York 
City: 5 days a week; $35,000 year, can 
do much more: $20,000 cash, one price 


address, “B, 6700," care of JC-h. 

SMALL JEWELRY & WATCH repair 
store: not modern, but good trade 100 
miles from New York City: 16 years 
at same location; inventory $11,000; 
wish to retire: address, A. STOECKLI, 
22 S. Main St., Liberty, New York 


OWNER of credit jewelry store with ex- 
cellent financial history desires to re- 
tire and will entertain proposition for 
an investing part owner to operate and 
gradually purchase business; address, 
“M, 6710,” care of JC-K 

MODERN JEWELRY STORE, Centra! 
Indiana: industrial and farm com- 
munity; plenty of repairs; good lease; 


stock can be adjusted to suit buyer; 
in the area 34 years: present location 
16 vears: wish to retire; address, “V, 
6706." care of JC-K, 








FINK JEWELERY STORE with extensive 
eift department: cash and installment 
Sales in g2rowing industrial city East- 
ern Virginia; have 
lines of silver, watches, cnina, crystal 
established 38 years; owner retiring: 
address, “‘J. 6772.” care of JC-K 

STORE in Metropolitan New 

‘ miles south ol Newark 
gross $50,000 annually ; corner location, 
modern tront, excellent fixtures; park- 
ing facilities in rear available im 
mediately principals only total price 
$15,000; address, “M, 6777," care ot 
Jd*-hkK 
LRGGINIA 
jewelry 
china 


(TIDEWATER AREA) fine 
long established silve 
franchises excellent 
pall inventory approx 
ood approved bank vault, alarm 
tem, air conditioned: cash only 
haus Other interests: address, ws 
ure of JC-K 
SMALL JEWELRY STORE, established 
‘ years finest year round climate 
rt location, good lines, clean 
chandise husband & wife opera- 
on plenty of work, wood prices; 
population o000; only jewelry store in 
the town: $8500: town Cali- 
fornia address, “G, 6722," care of 
J(*-kK 


hGH 


store, 
glass 


HUSINeESS > 


beach 


GRADE, well established retail 
and credit jewelry § store Long 
New York area volume $250.,- 
arry all sterling silver and finest 
lines, Towle, (;orham, (omeLra 
Hamilton and all other makes 
ST oong cash needed : ple: ase ado not 
you are not prepared to invest 
address ‘L 6716," 


reply if 
spoon age (; sh ; 


care of JC-K 


FOR SALE 
Tools, Equipment 


“ACTORY FOR SALE; 62 
New York Cits Room 
equipped : casting, polishing 

moderate rental, 

CIrcle 77-4171 


1401 


benches 


l¢ phone 


BUSINESS OPPORTUNITIES. 


a 


MUST SELL family jewelry business: 3 
currently operating stores, plus build- 
ing at prime location: Milwauke: 
write BEN KOMISAR, 324 KE. Wiscon- 
sin Ave Milwaukee 2, Wisconsin 

CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 

ish prices paid for diamonds and = 
other jewelry stocks. Call collect DE 
born 2-3407; reference, your bank 

MANUFACTURER 14K gold jewelry; 
must sell going business; health 
reason; dry climate, doctor's ad- 
vice; address, *“S, 6739.” care of 
JC-K. 

BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St.. 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 113. 

JACK DICKINSON, JEWELER AUC- 
TIONEER: complete jewelry store li- 
quidation including fixtures and equip- 
ment: large or small plus 
on over all sale; 20 years’ experience 
jeweler, auctioneer: your valued repu 
tation protected; JACK DICKINSON. 

Wahoo, Nebraska 

JEWELERS SALES SERVICE, 
INESS CONSULTANTS, 
SALES PROMOTIONS, 
—FLAT OR ACTION: 25 vears 
sales experience; your reputation 
protected; large results—small fee: 
we pay cash for stores; PHONE. 
WIRE, WRITE, JEWELERS SALES 
SERVICE, 521% S. Main St.. Los 
Angeles, Calif.; Phone MAdison 

6-0828. 


stocks COST 


BUS- 
RETAIL 
AUCTION 


128 


franchises all major 


| 
| 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—-CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los An- 
geles 38, Calif.; OLdfield 6- 2839. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100c on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... we will come to see 
vou in your store at our expense; 
vou are under no obligation; SIL- 
VERMAN SALES ENTERPRISF 
580 Fifth Ave., New York, N. Y. 
Tel. PLaza 7-4693. 


MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
vou can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1817 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


WANTED TO PURCHASE 


SOUTHWEST: pri: 
chase established 
quality operation : 
replies in strictest 
“L, 6745," care of 


cipal wishes to pur- 
jewelry store prefer 
state particulars; all 
confidence ; address, 
JC-K. 


WANTS TO BUY 
better grade jewelry store in Midwest; 
give full particulars in (first letter: 
will pay cash: must be priced right 
address, JAMES SCHULTZ, 3504. 8S. 
Walnut St., Muncie, Indiana. 


PRIVATE PARTY 


chain is inter- 
either cash or 
SU.000 or 


MID-WESTERN jewelry 
ested in purchasing 
credit stores in towns of 
more: we are the principals and can 
do business immediately: address vour 
reply to C. J. SILVER, PRESIDENT, 
14 W. 7th St., St. Paul, Minnesota. 

PLATINUM SCRAP WANTED: $3.00 
per dwt; 128K gold, $1.22 per dwt: 
14K, 95c: 10K, 68ec; silver 65c per oz: 
bonus prices for gold filled: ship as i 
we'll segregate: L. E. SIMMONS 
FINING CQO., 440 N. Orleans St., 
cago 10, Ill 

OLD GOLD AND 
cash immediately for 
lot items; we also 
for gold, silver and 
gold coins, diamonds, gold 
for full particulars, write, WILMOT"' S, 
106% AD, Bridge, Grand Rapids i, Mic h. 


WANT TO BUY ostatdied auadiey 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 


54, Florida. 


JEWELRY WANTED; 

surplus stock, odd 
pay highest prices 
platinum scrap, 
filled, ete. 


SELL ’EM TO CEL-MAX FOR QUICh 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail tor all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your = ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerc Sogo 
Inc., 582 S. Main St., Memph Ten- 


nessee. 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks; write for our free booklet, 
“Dollars and Sense Facts About 
Selling a Jewelry Store.” (See our 
page advertisement) GORDON 
BROTHERS, 38 Bromfield St.. 
Boston, Mass., HAne ‘ock 6- 3233. 


WE BUY DIAMONDS, “OL D GOL D. 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Natl 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 
Petersburg, Florida. 





CASH in: send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. kh.., 


108 Beale Ave.. Memphis, Tenn. 


NEED CASH? 

why I pay up to 25% 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings, 
ete., check mailed same day: if not 
satisfactory, will return’ insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references; Jewelers Board of 
Trade, or your bank; BROMIEY. 
35 Fifth St., North, (Bromley 
Bldg.) St. Petersburg, Florida. 


RE AD THIs: Semen 


more than 





WATCH REPAIRS to the 
1939: insured Watchmaster 
SMILEY JEWELERS, 
(Chicago 34 11] 


HIGH GRADE 
Trade since 
tested shop: 
5711 W. Belmont, 


WATCH LEPAIRING FOR THE 
TRADE: all work guaranteed; 3 to - 
days service Watchmaster tested : 
prices on request: FRANK SCHIERA 
7 E. North St., Geneva, N. \ 


expert ‘and guaranteed 
Watchmaster tested ; 
prices on request; mal! 
DAVID MIGDAL & CO), 
22-9547. 


BOSTON, MASS. : 
watch repairing 
prompt service ; 
orders invited: 
109-B Summer St., Tel. HU 


LOW EST. ‘PRICES comsenenn with 
quality; Phila. suburbs finest watch 
repair; KESWICK REPAIR SER- 
VICE, est. 1928, 253 Keswick Ave., 
Glenside, Pa. Phone TU 4-6692. 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 




















_ 


“INE WATCH REPAIRING for the 


trade: all work guaranteed tor one 
vear: 3 to 5 days service; Watch- 
master tested: reasonable price: A. H. 
SCHIERER, 101 S. Marion St., Oak 


Park, Ill. 


MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days ser- 
vice: low prices: one full vear guaran- 
tee; STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
i 


1, Ill. 


RELIABLE TRADE watch repairing; ex- 
cellent electronically timed ; 
cases work guaranteed: rea- 

watches insured; J 

Road, Norris- 


service ; 
polished ; 
sonable prices: all 
CAPARQ, 1018 Belvoir 
town, Pa. 


repair 
day s 


watch 
3 to 5 


COAST, 
for the 


finest 
trade; 


WEST 
shop 


service; low prices, one year guar- 
antee; watchmaster tested; compli- 
‘ated watches a specialty; SCHIER- 
ER & SYDOW, 6812 Pacific Blvd., 
Huntington Park, Cal. 





mountings 


HAROLD 


JEWELRY repairing : 
furnished: diamond 
' : 


The*\\ 
setting 


JACOBSON, 2! Madison St... Chi- 
cago 2, Ill 
ENCRUSTERS stone and gold seal en- 


drilling: precious, semi-pre- 
HARRY BRAUNFELD), 
over a quarter century, 71 
New York 38, N 


gravers: 
STONES ; 
encrusting 
Nassau St., 


LOLS 


SAND REPAIRING FOR THE TRADE: 
all work guaranteed; also machine en- 


gvraving on most anything; 7¢ a letter: 
same day service; HARBENS JEW- 


ELRY, 101 E. Sth St., Dayton, Ohio. 


BEAD 


RESTRINGING; fast’ service, 
finest materials; 20 years’ experience ; 
work fully guaranteed and _ insured; 
mail to MARTHA HILL STUDIO, 


2325-Sth St. S.E., Canton, Ohio 

QUALITY DIAMOND SETTING, special 
order of nay kind; jewelry repairing 
price list available; prompt service; 
ELM CITY MFG JEWELER, 865 
Chapel St., New Haven, Conn 


DIAMOND CUTTING; expert repair- 
ing of chipped and broken stones; 
old mine diamonds recut at a mini- 
mum loss of weight to give maxi- 
mum brilliancy; can furnish best 
of references; ELIAS DIAMOND 
CUTTING, 216 N. E. 2nd Ave., 
Miami 32, Florida. 





FOR choice 
north light adjoining Rockefeller Cen- 
ter offices of Jewelers Board of Trade 
at 22 W. 48th St., N. Y. C., PLaza 7- 


6625. 


LEASE, S00) sq. ft. 


LIGHT, OFFICE SPACE, near 
suitable for watchmaker, 
pearl dealer location; address, 
48th St., New York City, Room 

ty 


window : 
engraver: 
is WW. 
1203, 


PLaza 77-2238. 
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EDITORIAL 


MID-STREAM 


Two highly significant developments in jewelry 
retailing occurred during the first few days of 
May. 

S. S. Kresge Co. got into the diamond business. 
And Coro, one of the nation’s largest costume 
jewelry manufacturers ($33,000,000 worth last 
year), entered the precious jewelry field and 
chose department stores and specialty stores to 
distribute its product. 

Kresge’s venture into diamond jewelry began 
with a test in Michigan and Indiana. There, 2: 
stores set up new departments for diamond- 
mounted pendants, watches, friendship and en- 
gagement rings and other jewelry, ranging in 
price between $17.77 and $99. 

Simultaneously, all Kresge stores offered in- 
stallment credit to their customers. If Kresge’s 
diamond-selling experiments succeed, other units 
in the chain—no longer “five-and-dimes” but 
variety-department stores—may be expected to 
follow suit in diamonds. 

Coro’s entry into precious jewelry production 
is through Verité Jewels Ltd., one of its new sub- 
sidiaries. Its first products combine 14 karat 
gold with cabochon emeralds from the Chivor 
mine in Colombia, and range in price from $17.50 
for a tie tack to $1000. Eventually, Verité’s line 
will include other natural colored stones, as well 
as emeralds and diamonds. 

These two events deserve your most serious 
thought. They are facets of the Retailing Revolu- 
tion in which more people than ever before, pos- 
sessing more money and sophistication than ever 
before, are changing the nation’s buying patterns. 

Will five and tens do a profitable business in 
diamond jewelry, even though there are two or 
three jewelry stores in the same block? Will 
stores like Best’s in New York, L. L. Berger in 
Buffalo, the Higbee Company in Cleveland and 
Charles A. Stevens & Co. in Chicago sell many 
$1,000 emeralds? 

While thinking about these questions, vou 


IN REVOLUTION 


might also pause to consider, honestly and ob- 
jectively, how much money your business will be 
making five or ten years from now, in later stages 
of the Retailing Revolution. 

Ask yourself: 

Would I want my wife to buy a fur coat from 
a furrier who operates his business the way I 
operate my jewelry business? 

Is my store image growing brighter or dim- 
mer? 

Am I using sensible methods to attract the kind 
of people I want as customers? 

Does my store look up to date and attractive, 
or was it last refurbished in the Forties? 

Are my salespeople efficient and cordial to cus- 
tomers? 

Is there enough youthful intelligence in my 
staff, with the ideas, enthusiasm, vigor, know- 
how and flexibility which will be needed during 
the Sixties? 

Should I move to a new location where people 
can shop more easily and my rent will be lower? 

Should I close certain departments that were 
profitable years ago but lose money now? 

Should I devote more attention to those depart- 
ments with which I can do a better job than most 
of my competitors can? 

Am I alert to changing tastes in merchandise, 
quality and price levels and selecting those with 
which I can reasonably expect long-term success? 

Do my operational costs indicate that I deserve 
to stay in business? 

If I am convinced that I need a high markup 
for certain merchandise, how long can I expect 
to sell much of that merchandise? 

The top managements of big business concerns 
must ask questions like these every day. And the 
answers must be right. An executive who does 
not think or who guesses wrong is dismissed. 

If you were looking for a man to run your 
business would you hire—or fire—yourself? 


ell A VeHeze 


EDITOR 
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Proof of Built-in Quality Increases Watch $$ 


Volume 


Population Rise Provides Steady Growth for Retail Watch Market 





Introducing MABEL BRADLEY 


Letters of complaint or commendation 
come with some regularity to a large 
concern. One such letter, received a few 
months ago, regarding a long-time staff 
member, was something special—because 
it was about someone special, Mabel 
Bradley. In part it read, “... writing to 
you to express my appreciation for the 
courteous, patient, indulgent and effi- 
cient service which the lady in your re- 
pair office has always shown to me. And 
I have been no exception, since she has 
always exhibited the same traits to 
others similarly appearing before her. 
And I have never seen any loss of pa- 
tience or loss of sweetness on her part, 
despite people asking vexing and re- 
peated questions.” 

Mrs. Bradley has been with Benrus 
for over 25 years. She has had many 
years experience in watch assembly. Her 
job today is to take care of Benrus 
watch owners and dealers in the New 
York area who take the time and trouble 
to bring their watches to Benrus for 
servicing. After her long years of serv- 
ing people and listening to many metro- 
politan area retailers, Mabel Bradley 
says, “Selling satisfaction is important. 
High quality of product, complete and 
quick service, is the best way to satisfy. 
And if we aren’t always perfect, at least 
we smile.” 


SWISS WATCH FAIR REPORT 


A report on the recent Swiss Indus- 
tries Fair has been prepared by Robert 
Wiiken, President of Belforte, and other 
Benrus executives who visited the watch 
pavillion in Basle, containing informa- 
tion on the kind of watches shown, the 
style trends for next year, consumer re- 
actions. Retailers interested in a copy of 
the report can get one by writing Robert 
Wiiken, Belforte Watch Company, 53 W. 
43rd St., New York 36, N. Y. 


HARRY D. HENSHEL 
1891 — 1961 


The death of Harry D. Henshel, 
Vice Chairman of the Board of the 
Bulova Watch Company, on May 


15th, will be mourned by many. 
He was a friend of the industry, a 
friend of the family and a friend 
of the family of man. Interested in 
the community and especially in 
the U. S. Olympic effort, he was 
always the good competitor. 














NEW SELF-WiINDING 
BENRUS WATCH 


Reflecting the newest watch design 
trends as seen at the Basle Trade Fair, 
Benrus has created an outstanding 
watch to sell at a profit. 17 jewels, self- 
winding, waterproof, with exclusive ex- 
pansion bracelet, the new Benrus 
ORBIT-MASTER self-winding watch is 
ideal for special promotions, trade-ins, 
etc., Keystone cost: $45.90. The Benrus 
ORBIT-MASTER has style and quality 
—Unconditionally Guaranteed for three 
years. 








The size of the watch market continues 
to expand as population grows. 14 mil- 
lion watches were imported in 1960, the 
second highest quantity imported in the 
last 9 years. It is unreasonable to sup- 
pose that the number of units sold of a 
product, basically 300 years old, should 
vary greatly from year to year. 

Naturally, any product must improve 
with the times and reflect new style 
trends. Introduction of new watch style 
trends is part of the industry’s job. But 
quality is another basic factor which can 
and does produce best sales results. 

For a short period, the trend was to- 
ward cheaper watches, but consumers 
soon became aware of the inferior qual- 
ity of such watches. Once again, the 
buying public is returning to its tradi- 
tional purchasing habits of seeking a 
quality watch with style that gives last- 
ing satisfaction. Watch manufacturers 
who market merchandise of questionable 
quality create their own problems. The 
maintenance of quality and integrity 
continues to be the keystone on which 
Benrus builds sales constantly. Proof of 
quality, such as the Benrus Uncondi- 
tional Three Year Guarantee, gives the 
retail jeweler the opportunity to in- 
crease his dollar volume of watch sales. 





BENRUS BRIEFS TOP BRASS 
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Members of a military inter-depart- 
mental group meeting with the watch 
industry in New York, were briefed by 
Benrus officials on advanced applica- 
tions of watchmaking techniques. 

Discussion focused on the extensive 
engineering and electronic work Benrus 
did on the Sidewinder missile launcher 
at the company’s plant in Waterbury, 





ig 


ec Pion s= +, 
8 
AS 3 





i % 


Connecticut. World-wide availability of 
over 12,000 standardized precision in- 
strument parts through Benrus’ PIC 
Design subsidiary was credited with 
more economical systems development. 

A sampling of different Benrus 
watches and clocks with possible mili- 
tary applications was also enthusiasti- 
cally received by the military men. 








Authentically Reproduced... 


Finest Quality... 
Priced To Move... 


PAUL REVERE 
HOLLOWWARE 


ONEIDA 
SILVERSMITHS 


4-PIECE COFFEE SET - $37.00 


Pot holds 8 cups. 12” round tray. 


10 inch $13.50 8 inch __ $10.00 
6 inch 7.00 4inch 4.50 


Ideal for gifts, trophies and presentations, as well as home use, Paul Revere Hollowware is meti 


ulously crafted by Oneida Silversmiths. Heavily plated with pure silver, the simple, flowing lines an 
pineapple finial are authentic Early American. Outstanding values for quick turnover! 


$15.00 
20.00 
10.00 


5-Piece Tea and Coffee Set S607.50 3-Piece Dessert Service 


1-Piece Tea Service 37.00 20” Oval Tray or Waiter 
Beverage Pitcher 


10.00 


3-Piece Coffee or Tea Service 29.50 
Syrup Pitcher and Plate 


Contact your Community representative or franchised distributor for promotional details now. 


Crafted by 


ONEIDA SILVERSMITHS 


Makers of Distinctive Tableware 
Tudor Plate Oneida Community * 


Community* Stainless 
Oneidacraft* Stainless 


Heirloom* Sterling 
Community* Silverplate 
1881 \ Rogers \v * Silverplate Oneida* Dinnerware 


*Trademarks of Oneida Ltd., Oneida, N. 
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